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YALE PRESENTS 
DEALS! DEALS! 
DEALS! 


THE ney At te PADLOCKS 











SENSATIONAL ory | 


PADLOCK DEAL! = 
You sell 36 Yale Padlocks for $36.48 NIGHTLATCH DEAL! 


You sell 6 nightlatches for $20.68 
Your cost is 


Your profit is WR en 
; Your profit is ....... 


BIG YALE GM-2 


BANG-UP YALE FM-1 
CABINET LOCK DEAL! 


You sell 21 cabinet locks for $35.90 
Tw ats ........2 SS ee 
Your profit is . ccvducan eae 


All deals include the eye-catching displays shown 
here. Order now through your jobber or write The 
Yale & Towne Manufacturing Co., Lock and Hardware 
Division, White Plains, New York. 


o See us at the National 
H how, , 

srw New York Coliseum, i ALY oe OL ANE 
October 10 through 14. 


YALE—Reg. U.S. Pat. Off. 
Want more facts? Circle 101, p. 73 


HARDWARE ACE, October 6, 1960 ¢ 3 





The most popular Nicholson They’re mounted on bright 
and Black Diamond files come orange, hard selling cards 
with an attractive orange and with suggested uses and the 
black Hi-Impact plastic handie. price indicated. 


Each file handle and card are A free display comes with the 
encased in a gleaming skin 48-file assortment. Lightweight, 
pack to keep everything fac- permanent, ideal for counters 
tory fresh. or peg boards. 


@eeeeeocoeagceaeac eae eo eae oe eee ee eee eea eee eae ec eae eae eae eee eee eeeee eee e ee ee ee eee e eee ee ee ee eee 
Add up all these merchandising extras and you get an effortless HERE’S WHAT YOU’LL MAKE 
sales booster ... designed to stop shoppers cold. Order now from Retailer's Cost ..... . $24.20 
your regular Nicholson or Black Diamond wholesaler. Retailer’s Selling Price . . . $36.30 
Handles designed and made by Danco Mfg. Co.—a Nicholson subsidiary Retailer’s Profit. .... . $12.10 


e@eeeeeeaeoeaee ee eee eee é ‘@eeeeeaeoaoeoc eee ee ee eee eee eee eeeeeeeeeeeeeeeee eee e ee ee 


Nicholson File Company, Providence 1, R. |. «+ Files + Rotary Burs chOts 


Hacksaw and Band Saw Blades + Ground Flat Stock + Industrial Hammers * wh N i Cc H Oo L Ss Oo re —_ 


FOUR GREAT FILE 
SELLING IDEAS 
FROM NICHOLSON 


aa 


Want more facts? Circle 102, p. 73 
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ons LEVERPAK* 

eng FIBRE DRUM = eo | 

c— Cleanand bright . _ ACCO PAILS 

by - Proof Coil and BBB Lf 36", %", 56” and \ 
Coil Chainindrums ==> ¥%,” Proof Coil and eek 
comes in four sizes ool BBB Coil Chain < neco-pat 
—36", 4" 34@" and ome 8 available in ACCO pee. 

‘. " - Pails. saad ic 


Display ACCO Extra-Bright 


Zinc Plated Proof and BBB Coil Chain 
in Pails or Drums 


e Your whole chain sales picture will brighten when you display Acco Proof 
Coil Chain and BBB Coil Chain with the new Extra-Bright Zinc Finish. So 
sparkling and so different is this chain, that it actually sells itself. For 
instance, it’s the kind of chain that will catch the eye of the customer who is 
looking for a mooring line for his boat. Home owners will see many practical 
uses for it such as closing off the driveway or hanging potentially dangerous 
tools out of reach of the children. 

Whatever the end use, your customers will be well pleased with the new 
Extra-Bright Zinc Finish these two popular chains offer. A durable protec- 
tive coating bonded to the chain surface, it is highly resistant to rust, stain, 
and tarnish. Stays bright long after standard zinc finishes turn dull and 
dirty looking. 

Extra-Bright Zinc Proof and BBB Coil Chain is put up in two new 
ready-to-use containers for the convenience of customers and clerks. You 
can choose from sturdy, reusable steel Acco pails, or attractive Leverpak 


fibre drums if you order larger quantities of chain. 
*Registered Trademark, Continental Can Company 


. 
swarevreneewere: | AMERICAN CHAIN *<° 
Contact your American Chain 
distributor for complete informa- American Chain Division * American Chain & Cable Company, Inc. 


tion about these items or write Bridgeport, Conn. ¢ Factories: *York and *Braddock, Pa. 


; Sales Offices: *Atilanta, Boston, *Chicago, *Denver, Detroit, *Houston 
our York, Pa., office for your *Los Angeles, New York, Philadelphia, Pittsburgh, *Portiand, Ore., *San Francisco 
copy of free literature *Indicates Warehouse Stocks 





Want more facts? Circle 103, p. 73 
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Editorial 


by W. A. Phair 


Are you teachable . . . 


464 


. the average wholesaler now recognizes and admits that hence- 
forth he must be particular in picking his dealers. He must center 
his efforts on those who can discount their bills and are receptive 
and teachable. Otherwise the cost of distribution will continue to 
go up, as it is going up now, instead of dropping.” 


These words are certainly applicable to the hardware trade today, 
and reflect the sentiments of many men, in both retail and wholesale 
firms. 


Now, before you read further, make a guess as to the year when 
these words were actually written. 


When I read this statement recently in the bulletin of a large mid- 
west wholesaler, I though they were being directed to today’s problems. 
I was startled to learn that the statement was made in 1926. 


It seems to me that we can draw the conclusion from these words 
that what is happening today is simply a continuation of a trend that 
started many, many years ago. In short, today’s problems are not 
really new or very different. 


The pressures on wholesalers to reduce costs continues today, as 
it did 34 years ago. This force is mirrored in each edition of Hardware 
Age in the reports of new developments in wholesaler-dealer relation- 
ships. You will find such developments reported in this issue. 


The words quoted earlier have significance to dealers, as well as 
wholesalers, because they touch on two important points. One point 
is that the methods used by dealers in their buying have a powerful 
influence on a wholesaler’s costs. 


A dealer who spreads his buying among many distributors becomes a 
high-cost customer to each supplier. But, when a dealer concentrates 
his buying among a limited number of distributors, he reduces the 
distributor’s cost of handling his business. The dealer is then in a rea- 
sonable position to expect an improvement in his costs. 


The economics on distribution point inexorably in the direction of 
fewer accounts and bigger accounts, so far as wholesalers are con- 
cerned. This does not mean that the smaller dealer is being squeezed 
out. Almost any dealer can be an important account to some distribu- 
tor, if he concentrates his business. 


The second important point touched on in the quotation is the need 


to be receptive and teachable. No person yet born has been able to 
run a business over a period of years without problems. Everybody 
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Editorial 


continued 


has problems. But, the big difference is how you, as an individual store 
owner, react to your problems. 


Are you receptive to new ideas? Will you listen to suggestions? Can 
you be taught new ways of handling a job? Or, do you know all the 
answers ? 


We all know that every idea put forth is not necessarily a good idea. 
You don’t have to buy every suggestion that is made. But is your mind 
open ... are you receptive and teachable, so that when a good idea 
comes along, you will get it? 


The problems we face today are not much different, nor much worse 
than they were 20 or 30 years ago. We solved them then, and we can 
solve them today .. . if we remain receptive and teachable. 


Get out in front... 


Can a dealer spend too much time buying and too little time selling? 
Recently I sat in with a group of dealers who were discussing this 
question. 


One of the dealers present reported an experience. He told how one 
of his clerks had broken an arm and was laid up for several months. 
Rather than attempting to hire a temporary replacement, the dealer 
decided he would put in more time on the sales floor. 


After a few weeks of spending the better part of the day handling 
customers, this dealer came to the realization that he was rusty when 
it came to selling. He had been spending so much time in his little 
office in the back, that he had lost contact with the sales operation. 
He had become a little dated in his knowledge of how customers were 
reacting to new items. He discovered that the displays were a little out 
of control, and that it was difficult to move around the store in the rush 
period. 


In short, he realized that while he had been spending time trying 
to work out trick deals with every salesman that came in, his selling 
operation was running down a little. And he knew, of course, that 
unless the selling operation was efficient, the buys he was trying to 
work out were a complete waste of time. 


The result of this experience, the dealer reported, was that he was 
now seeing fewer salesmen, doing more ordering from a standard 
catalog, and spending more time on the sales floor. 


It seems to me that the experience of this dealer could apply to 
many of us. No matter how good your salespeople may be, there can 
never be a substitute for the boss in seeing that things run smoothly. 
If the boss is always hidden in the back office, things can get out of 
hand. 


It’s important that the boss spend a major part of his time on 
the firing line . . . the sales floor. This is more important than spending 
the day negotiating with every salesman that comes along. How much 
time have you been spending on the selling floor? 
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PLASTIC 


Horizon is a plastic 

line with a sisal center. 
Extra firm — less 

stretch. Clothes pins 

Stay put. 4 colors and white. 


COTTON 


Crocus is a solid braided 
cotton line with 90% of 

its pony Se in the cover, 
where the wear takes place. 
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The quality 
costs no more! 


Te 


¥- 


CLOTHES LINES 


. <S 
| » | + Guaranteed by © 
j j — _ Moussheoping 


Lica 


You do the right thing for yourself, and for 
your customers when you DISPLAY Crocus 
and Horizon. 

So, please put the names CROCUS and 
HORIZON in your want book and wnderline 
them! 


SAMSON 


mm) CORDAGE WORKS e BOSTON 10, MASS. 


World’s toughest cordage . . . Since 1888 


Want more facts? Circle 104, p. 73 
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WASHINGTON 


elt 


A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


A bigger umbrella ... 


Some 700,000 new workers became eligible for social security 
benefits on Oct. 1, under new rules signed into law by President 
Eisenhower. Amended rules relax work requirements for eligibil- 
ity and add new child health and welfare services. Disabled work- 
ers no longer have to wait until they are 50 years old to get 
benefits. The act also revises income limitations, imposing milder 
penalties on beneficiaries who earn over $1200 a year. The law 
calls for an increase in federal unemployment tax rate from 3 to 
3.1 percent. 


IRS goes informal... 


If you are worried about an unresolved tax dispute with the gov- 
ernment, the Internal Revenue Service has a new plan to help you. 
Idea involves informal conferences between tax officials and con- 
fused taxpayers. You can request a conferee from the nearest of 
61 district officers in the U. S. to set up an informal get-together. 
Idea is to help you reach agreeable settlement and, officials say, 
save you money, time and trouble over older methods involving 
administrative and court appeals. 


Construction turns a corner... 


Home building shows signs of recovery from mid-summer dol- 
drums. The Census Bureau reports an 8 percent rise in housing 
starts, including private and farm building, during August. Most 
experts now agrees that home building hit bottom during July. 
Even though the August pace is below last year’s, it points to an 
uptrend for the remainder of this year and early next year. 


Bigger co-op ad kitty . . . 


Dealers can look for more co-op advertising, thanks to a new law 
signed by President Eisenhower, The new rule gives a tax break 
to manufacturers and wholesalers who make rebates to retail deal- 
ers for local advertising in newspapers and on radio or television. 
The law allows a distributor to deduct up to 5 percent of the manu- 
facturer’s selling price for co-op ads when computing his excise 
taxes. Taxable items to which the law applies include appliances, 
lawn mowers, sporting goods and many other items sold in hard- 
ware stores. Ads must name the article and the store where it 
may be purchased. 
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NOW...BUYA COMPLETE LINE FROM A SINGLE SOURCE 


ROTARIES REELS Ss RIDER 


as ee eee 


Bigger reason than ever to 
bank on the proven profit makers 


OWERS 
for 1961 


10 models for your customers to choose from 


(Plus 2 Rotary Power Tillers and Gasoline Lawn Edger/Trimmer) 


FULL MARGINS pre-sold for you through 
COMPETITIVE PRICES National Advertising in 


Sold through wholesalers Life 

on a selective basis. Saturday Evening Post 
Better Homes & Gardens 
Flower Grower 

Sports Illustrated 


ATLAS TOOL & MANUFACTURING CO. 


FOUNDED IN 1926 
5147 NATURAL BRIDGE BLVD. e ST. LOUIS 15, MISSOURI 6029 
Want more facts? Circle 105, p. 73 


ATLAS-AIRE MOWERS ARE RUGGED...YET PRICED RIGHT! Their 
quality, styling and deluxe features assure you of the fast turnover you want. 
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TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


1960: good year for hardware... 


1960 will be the best sales year yet for hardware dealers. This 
prospect, based on first seven month sales, is more likely now 
than ever before. In July, when most all retail stores’ sales de- 
clined, hardware dealers chalked up a $15 million gain over July 
1959, and a $5 million increase on July in the record year 1956, 
according to the Commerce Dept. First seven month sales are 
running $66 million ahead of the like months a year ago, and $39 
million ahead of the same record months of 1956. In short, if 
hardware dealers can do 1.3 percent more business per month in 
the next five months, than in the last five months of 1959, 1960 
will be the new record holder. 


Record Christmas may be coming... 


The chances of a record Christmas selling season are in your favor. 
Your customers’ incomes are at an all time high. Their buying 
confidence is equally high, and what’s more, they’ll have more time 
to shop. In November, there are 25 selling days as opposed to 24 
last year. In December, there are 27 selling days compared with 
26 a year ago. December also has one more Saturday than a year 
ago. These two bonus days could well mean an extra 5 percent in 
sales volume. 


Home building looks better... 


The predicted upturn in home building, which would make 1960 
as favorable a construction year as 1959, may be on its way. At 
least, there are signs of improvement. This encouragement comes 
from the Federal Housing Administration and the Veterans Ad- 
ministration. The FHA reported an August gain of 17 percent 
over July in applications for mortgage insurance, but August failed 
to match August 1959 volume. The VA reported requests to ap- 
praise 12,370 new homes in August as compared with 8,483 in July. 
This figure, too, fell short of the year earlier figure. These latest 
developments paint a brighter outlook for the balance of this year 
and into 1961. 


Consider marginal accounts ... 


One big factor you might consider in future credit plans is the 
acceptance of marginal accounts. These are the people who tend to 
buy a lot, but have a record of slow payments, and are on a limited 
income. If you screen these accounts too carefully, you may lose 
20 percent or more of your potential. The importance of marginal 
accounts is emphasized in a survey by the National Assn. of Credit 
Management. Of those firms polled, one-fourth said 20 percent of its 
business comes from marginal accounts. Another one-third claims 
11 to 20 percent of business comes from somewhat risky accounts. 
None of the firms gets total sales volume from foolproof credit risks. 
... turn to page 114 for more news of How’s the Hardware Business 
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fits Wood..ifs good! 


value, too 


That’s what most folks say. (Of course, some 
others haven't yet found out about TRU BLU 
Tools by Wood). Wood’s brand means a well 
designed, well balanced tool that’s easy to 
work with, and full value for your dollar. 


Wood makes several grades, and prices them 


111 and 112 


National Hardware | 
y. Show Oct. 10-14 


eee Pe ee, 





accordingly. There’s Wood’s Jet Lite, and you 
can’t buy better for farm, garden and moderate 
industrial use. There’s Wood's Turf Boy that 
sells like sixty, at import-competitive prices. 


When you build your farm, lawn and garden 
tools business on TRU BLU Tools by Wood, 
you'll say you never had it so good! 


THE WOOD SHOVEL AND TOOL COMPANY + PIQUA, OHIO 


Want more facts? Circle 106, p. 73 


TOOLS BY WOOD 


HARDWARE ACE, October 6, 1960 © 13 





-* 


MERCHANDISING 


newsletter 
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A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


HAND-TO-MOUTH BUYING CAN CRIPPLE YOUR CHRISTMAS PROSPECTS. Too many 
dealers and wholesalers are depending on the other fellow to carry 
inventory for overnight deliveries. Since prices are not going 
to fall appreciably, economists feel it is useless to run the 
very real risk of daily outs and lost sales. As the Christmas 
Sales pace quickens, this current weakness will be compounded. 
There will be outs across the board in key lines. Some think an 
almost empty wagon improves turnover. This is seldom true. 
































FARM OUTLOOK PERKS UP. Farm income will be far from record flow this 
year. But it also will be far from the gloomy bottom predicted for 
it last Spring. Agriculture Dept. reports in September show 1960's 
crops will exceed the record years of '58 and ‘59. Resulting 
Spendable income will exceed the low $11.35 billion predicted 
last spring. Record yields this year: Sorghum grain, peanuts, 
tobacco. Near record: Corn, wheat, soybeans. Cattle prices are 
on upward trend. Farm belt dealers aren't dancing, but they are 
smiling. 





























ARE WAYS TO MAKE EXTRA PROFIT WITHOUT INVESTMENT. A prime case 
in point is vending machines. Dealers can reap big profits and 
boost employee morale with these machines. Profit examples: Soft 
drinks, coffee, candy dispensers--10% of all income; cigarettes, 
l¢ or more a package; kiddie ride machines, 2¢ per ride. Many 
other products for customers and employees now are vended by 
machine. See “vending machines" in telephone book for more data 
on how to put automation to work for you. 























THE BEST SEASON FOR PROFIT IS AT HAND. Make the most of it. All year you 
have been dogged by customers who know they can buy a toaster or 
4 in. drill at a discount outlet for less money. Now, through 
flexible pricing, you can recoup. You can price items such as 
tree ornaments and fancy giftwares at retails that allow high 
margins. There won't be grumbling from the heavy flow of seasonal 
Shoppers because seasonal lines aren't price pegged the way 
Staples are. Make 40-50% your margin base for retailing Christmas 
lines, where possible. Forget the 33-1/3% habit. 
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wattacs 


Here's the budget stainless with the million- guns 


sTaimiass 


Bright new star with a sky-high future! a <4: —~#® that gives stainless permanent deep- down 


: _™ lustre. Careful craftsmanship ensures 
dollar look—and the multimillion-dollar market! | oe oe — perfect balance (never bowl-heavy), perfect 
The sky’s the limit to your sales of North Star / } uniformity in every piece. Plus smart-set 
by Wallace—for here is Wallace beauty . i ped a wit | —) packaging that really puts gift sales 
Wallace quality... Wallace workmanship. Brile ji ‘ee * : iN ty) wm 6=into orbit! Stock up on new Wallace 
liant contemporary pattern is enhanced by (a | North Star with Hi-Lyte Finish today! 


Wallace’s dazzling new Hi-Lyte Finish 24-PC. SET, Service for 6 only $10.95 Retail In Display Gift Box 


VVALLACE w|STAINLESS 


A DIVISION OF WALLACE SILVERSMITHS AT WALLINGFORD, CONN. SINCE 1835 
Want more facts? Circle 107, p. 73 
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Better made... 
better selling... 


HARDWARE 


of 


Du Pont 


ZYTEL 


NYLON RESINS 


New 
Lockwood lockset 

offers easy installation, 
lifetime of silent service 


A customer comes looking for a lockset. 
What can you tell him about this com- 
pletely new lockset that will wrap up a 
fast sale and bring a satisfied customer 
back to your store? First thing you can 
tell him is that installing this lockset is 
foolproof. Do-it-yourselfer or profession- 
al, he’ll be interested to hear how the 
internal parts, made of Du Pont ZyYTEL 
nylon resin, slide smoothly together — 
round post into round sleeve, square post 
into square sleeve—and how he can com- 
pensate for bevel-edged doors or little 
mistakes in boring by swiveling the latch 
to the right or left. And talk about wear! 
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In action the tough parts of ZYTEL stand 
up to more than 100 years of normal 
household use! The working parts of low- 
friction ZYTEL provide smooth, quiet 
service without lubrication—and they’|l 
never rust or corrode. Finally, point out 
the little decorative touch—the latch 
bolt is molded in metallic colors to com- 
plement the lockset trim. 

They’ ve got the ring of a sure-fire sale! 
These revolutionary locksets are made 
by Lockwood Hardware Manufacturing 
Company, Fitchburg, Mass.—one of the 
many alert manufacturers who are mak- 
ing their products better and easier to 

Want more facts? Circle 108, p. 73 





sell, with Du Pont ZyTEL nylon resins. 
E. I. du Pont de Nemours & Co. (Inc.), 
Dept. P-106, Room 2507Z, Nemours 
Bldg., Wiimington 98, Del. Jn Canada: 
Du Pont of Canada Limited, P.O. Box 
660, Montreal, Quebec. 


POLYCHEMICALS DEPARTMENT 


aU PUNT 


Better Things for Better Living . . . through Chemistry 





FOR SATISFIED CUSTOMERS stanparpize 


100% 
ON SOUTHERN 
FASTENERS 


There’s nothing like satisfied customers 
to keep your cash register working full 
time. Smart, profit-minded dealers know 
that the one-two combination of quality 
preducts sold at a fair price keeps old 
customers happy and creates new cus- 
tomers as well. 


That's why more and more retailers stock 
the full Southern Screw line. They know 
that Southern Screws are PRE-SOLD in 
year-round advertising to craftsmen at 
home and at work. These customers know 
from experience it's cheaper and wiser to 
buy USA-made Southern Screws by the 
box than by the dab. And Southern’s 


“EZ to C©” color-coded, NRHA-approved 
label system doesn't require your man or 
your customer to stand on his head or 
reach for his glasses to read Southern 
labels! 


Stock up on Southern Screws. You'll 
stock up on customers when you do. Call 
your Southern Screw distributor and ask 
him about Southern’s newest selling aid: 
ACTUAL SIZE CHART FOR MACHINE 
SCREWS & TAPPING SCREWS. It's a big 
time-saver, especially when a customer 
doesn’t know the exact size of the South- 
ern iastener he needs. Available FREE, 
only from your Southern Screw distributor. 


Sold Through Leading Wholesale Distributors 


\A/ im an Ot e 
vVaren ses Ne W TOre ° 


Wood Screws Stove Bolts 


4 


Chicago © Dallas ° 


Machine Screws & Nuts 


Los Angeles 


Tapping Screws . 


Want more facts? Circle 


Carriage Bolts 


COMPANY 


sOaTH CAROLINA 


SsCcREW 


STATESWtict 


Wood Drive Screws 
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No. SF1220. Steel; two 
trays; plastic compartment in- 
serts. Full-opening lid. Black, 
high-impact Styrene plastic 
handle. 


4 


]] No. AF1100. Alumi- f 
\\\ 7 num; one tray; plastic 
// compartment insert. Red, 
translucent Lucite plastic 

handle. 


Jf 


A completely new line of eye-filling 
tackle boxes . . . designed to include the 
convenience features fishermen want... 


engineered to incorporate the quality : 
features of premium-price boxes... Other OLD PAL Headlines 


priced to sell in the moderate price range. ae for Better Fishing 


Look at all theso foatures 
found only in Old Pal boxes Metal Minnow Buckets—A com- 


Exclusive! Retaining wells in lid—a convenient = a ca tomer obs Smet 
place to lay hooks, flies, shot, etc., without aol styles. 8- to 20-quart capacities. 
fear of loss while changing lures. 


Exclusive! Leaping fish plastic handle (deluxe 
steel and aluminum models) lends an unusual 
note of distinction as well as a comfort- 
able grip. 


Exclusive! Phosphate coated to prevent rust; 
baked metallic enamel finish provides excep- Sturdy, molded fiber “breathes” air in 
tionally high gloss and abrasion resistance —keeps water fresh and cool. Many 
(steel models). styles; 4- to 20-quart capacities. 


Exchnive! Plastic tray compartment inosrte 

(deluxe steel and aluminuna models); adjust- . , 

able compartment dividers (standard ; eat Dela accannd neuen 
steel models). ae =6=—- —sand molded fiber. Also plastic lure 


Plus a host of other design and construction fea- \ ry y boxes and fishing accessories. 
tures that make Old Pal tackle boxes tops co 
cat ie too. a ae See for yourself “tomorrow's products today” 
in the Old Pal line of fishing equipment. Ask 
OLD PAL, INC., Subsidiary your wholesaler for the new Old Pal catalog. 


Animal Trap Company of America 
Lititz, Pa. © Pascagoula, Miss. « Niagara Falls, Ontario a — —— 
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Mr. Buyer, During the Hardware Show Oct. 10th-14th 


Be Our Guest 
PREE! 


Breakfast, Lunch and Dinner 
and for Snacks during the entire day 


Catered by World-Famous Stampler's of New York City 


See an amazing new item... a natural for Hardware Stores .. . 

an item never before offered. An item sure to be the most talked- 

about during 1960-61. Come in during the Hardware Show. Be 
our guest for FREE breakfast, lunch and dinner. We're 
diagonally across the street from the Coliseum! 


60454 
a 


6/* Street 


WA AY 
+ *“ 200 fees 1942. BROADM 


Building with 
Coca-Cola Sign 











SEE 


the famous 


Lober Power 
Mowers! 


New Features! Big New Volume! 
Big Profits! Top Quality! 
At The Right Price 


Write or Cali for Our Big Fall Specials! ween MAIL COUPON NOW: =< eee een ee, 


rennet syy-teoh ss a ee a tw hg rican pre + vow aed Only Lober M. LOBER & ASSOCIATES H-10-6-60 
ves You Guorontee oles an vorantee ustomer Satisfaction!’ No Oth 
Menufacturer Can Make This Statement! 2 “ 7 Central Park West, N.Y. €. 23 


: . 
. . 
- Gentlemen: YES! | want guaranteed sales and guaranteed customer : 
; Satisfaction! Please rush.me full information, immediately. . 
: 
; : 
, 

. 

. 

5 ey oS 

. 

. 

; 


AND ASSOCIATES 
Shipping Point: Richmond, tn 


d. 
Shipments made within 5 days ef receipt of your order. 


Address ..... 
Telephone Number . 


GE ieee kin eae ae 


The World's Largest Producers of Power Mowers 
7 CENTRAL PARK WEST, N.Y.C. 23, N. Y., JUdson 6-2117 


Want more facts? Circle 111, p. 73 


Be wwe = = = & 





DRAPER-MAYNARD SPORTS EQUIPMENT 


One is best! 


Just like “too many cooks spoil the broth” — the more sporting goods lines 
you have, the more headaches! More costs, too! You save when you stock and 
sell the one complete line of sports equipment your customers know... 
Draper-Maynard and MacGregor golf and tennis. You reduce inventory head- 
aches, brand confusion, duplication of orders, effort and paper work. In their 
place you get a complete line, with quality assured, quick delivery, faster 
turnover and higher profits. Get the full story. Write today for complete in- 
formation, catalogs, and name of your nearest Draper-Maynard wholesaler. 


DRAPER-MAYNARD SPORTS EQUIPMENT 


a division of The MacGregor Co. 
He Kathy Dog kina’ 4861 Spring Grove Avenue, Cincinnati 32, Ohio 


Want more facts? Circle 112, p. 73 
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ExtIr’ VaLveS 


to offer your customers 
“coe. 342K 


7-shot, clip magazine 


95 


RETAIL 
BEAUTIFUL, 5 LB. CARBINE 
WITH EXCLUSIVE HINGED FORE-END 


@ Two-position, hinged fore-end can be @ “Magic”, 3-way 7-shot magazine ad- ® Receiver grooved for scopes, 
used either in “up” or “down”’ position Justs instantly to load Short, Long or sling swivels on left of stock 
....great aid for accurate aiming. Long Rifle cartridges... EXCLUSIVE. with web strap. 


The only clip automatics 

that shoot all 3 popular 

,lengths of 22 cartridges 
‘NODE 350K 


7-shot 'Sporter” 


22 CAL. 

Mode. SOLK 
7-shot, 5-pound Carbine 
with hinged fore-end 


*38=. 


SEND FOR CATALOG—showing additional models (in- 

Oss e cluding the new, 22 cal MAGNUM “Chucksters”) and 
rg other exclusive Mossberg advantages such as hammerless, 

closed-breech action and AC-KRO-GRUVP rifting, tops for 


for accuracy accuracy. 


O. F. Mossberg & Sons, Inc., 1610 St. John St., New Haven 5, Conn. 
Want more facts? Circle 113, p. 73 
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on fast moving 
Spring Garden 


et 4 “ ’, PROFIT 


str Accessories 
=, 3 SQUARESPRAYS'’ retail dealer’s 


The only sprinkler that really waters and sat- value cost 


urates a square area from 2’x 2’ to 35’x 35’. 
GETS THE CORNERS! SAVES WATER! 
NO WET WALKS! Designed for tandem 
hook-up to allow several SQQUARESPRAYS 
to be used in series. Built-in cartridge chamber 


allows fertilizing while watering. All metal $8 85 3H 4] 
construction. List Price: $2.95 each. : " 





1 2 BOXES (1 Counter Display) 


WATERFEED'’ 30-10-10 


FOR LAWNS: Concentrated, cartridge-form 

fertilizer, water-soluble. WILL NOT BURN. 

Odorless. Non-toxic, safe for use around chil- 

dren and pets. One cartridge will effectively 

fertilize 50 sq. ft. For use with SQUARE- 

SPRAY® #954 WATERFEEDER® and $ 
other fertilizer applicators. Box 20 cartridges. 

List Price: $1.00. « 





6 each (1 Counter Display) 


WATERFEEDER'’ MODEL 954 


Fertilizer applicator for cartridge or tableted 

water-soluble plant foods. Attaches to any type 

watering or sprinkling device, SQUARE- 

SPRAY®, soaker, hose, faucet, etc. Holds as $ 

many as 4 WATERFEED® cartridges at one ] 08 
time. List Price: $1.99 each. xs 





2 BOXES BULK- PACK 


WATERFEED'’ 30-10-10 


The economy-pack. Contains 200 fertilizer 

cartridges. Once your customers buy WATER- 

FEED® in regular size pack, they want to 

buy bulk-pack fertilizer cartridges and save. $ 

Takes small space but returns big profit. G 90 4 04 
List Price: $4.95 each. . ® 


AND YOU GET 3 
SQUARESPRAYS' 


FREE _ 85  *0.00 
2S 


PLUS: FREE POINT OF PURCHASE $51.54 
MATERIALS, SHELF TALKERS, STATE- a profit 9703 
MENT STUFFERS included in each promo- Ste 
tion package. of 48% — $24.51 PROFIT 


on fast moving garden products that 
relate to each other for multiple sales. 
Please order by name 
“Promotion Pack #156" 
No orders accepted after January 31, 
E ; 1961. Delivery anytime. Order as many 
Contributions to finer gardening as you like but order NOW. If your 


, : jobber is unable to supply you con- 
PROEN PRODUCTS CO., 9th & Grayson Streets, Berkeley, California 13+ the PROEN PRODUCTS CO. 
Want more facts? Circle 114, p. 73 
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4 4 


A Lead MU/f, Od 


model 2161-I 

2.5 H.P. 4 cycle (impulse starter) 
22” CUT, STEEL DECK 

Self Propelled Rotary 


A 2209-I 
3 H.P. 4 cycle (impulse starter) 
22” CUT, ALUMINUM DECK Rotary 


model A 911-I 
5.5 H.P. 4 cycle (impulse starter) model A 229-I 
24” CUT, RIDING ROTARY 





model A 921-I 

2.5 H.P. 4 cycle (impulse starter) 
21” Self Propelled REEL 

Also available in 18” and 24” 


22" cut, steel deck rotary . . . 2.5 H.P. B&S 4 cycle engine with impulse 
FOR 1961 starter . . . quick-set cutting height adjustment from 1"’ to 3”. . . baffled 
| * deck ... double hill-holder safety lock on handle . . . and Excellomatic 


choke-run-stop fingertip control . . . just a few of the sales-exciting fea- 
MULE. -SSS ; tures of this outstanding mower. 
24” Heavy Duty TILLER 


MODEL H-960 


9” Blade EDGER TRIMMER 
MODEL H-7079 


Self Propelled SNO-THROWER AND COMPANY, INC. 
EXCELLO 


. ; SPRINGFIELD, ILLINOIS 
Direct Drive CHAIN SAWS 
(in 3 sizes) 





Want more facts? Circle 115, p. 73 
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I thought all filters were made 
by filter companies! 


Sounds logical, lady — but it’s not so. Only AMER-glas is available 
country-wide as a filter made by air filter specialists. Result: an 
engineered air filter of the highest efficiency. White and clean looking, 
free of prickly slivers, and with a built-in longer life. 

AMER-glas ... made by men who know how to make filters best, and 
how to help hardware dealers sell more of them. 


‘AMER-G/1S FURNACE AND AIR CONDITIONING FILTERS 


AAR : Ai Litter COMPANY, INC., LOUISVILLE, KY. © WORLD’S LARGEST MANUFACTURER OF AIR FILTERS 
Want more facts? Circle 116, p. 73 





ANOTHER Q@NORTOND PRODUCT 


Fall 

















Wrap up Profits now with fast selling 


BEAR FREEZER TAPE 


Every household with game, fruit and vegetables to be wrapped for the 

freezer needs this tape. It seals in the flavor and sticks tight at low, 

freezer temperature. The BEAR handy-grip dispenser box makes v' 8 

application fast and easy, too. In big, economical 90-foot-long rolls. < 

Order Display No. 90 F from your wholesaler today or write é 

Dept. HA-10, BeHr-Manninc Co., Troy, N. Y., BEAR 

a division of Norton Company. mane 
e4 


Want more facts? Circle 117, p. 73 
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27 REVOLUTION 


COLORFUL 
ATTACHABLE 
CERAMIC 
BATH 
ACCESSORIES 
BY 


LENAPE 


Attachable bathroom accessories in ever- 
lasting color... priced to sell twice as fast 
...look twice as good ...last twice as long. 
Backed by Lenape's 50 years of experience 
...and Lenape's unconditional replace- 
ment guarantee! For the first time, you 
can now offer: 


Six vibrant colors to harmonize with 
those of leading fixture manufacturers 


Attachable accessories which add that 
custom look yet remove easily for 
cleaning 


Gleaming ceramic will never rust, flake, 
pit or water spot 


Open stock—your wholesaler can supply 
one piece or a hundred 


Lower cost to your customer...larger 
profits for you! 


Special Offer: 


As an introductory offer Lenape is giving FREE an attractive LIST PRICE $62.40 


display panel valued at $20 with the purchase of six sets of 
Lenape fixtures. This gives you | set in each of the six beautiful 
DEALER COST ..... 37.44 


colors: dawn pink, blue, daffodil yellow, turquoise, sand and 


white. You may then replenish your supply from your wholesaler 


with any number, style, or color you need, each piece individu DEALER PROFIT ..$24.96 
ally boxed. (40%) 


Lenape Products, Inc. 120 Stokes Avenue, Trenton, New Jersey 
Want more facts? Circle 118, p. 73 
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80,000,000 


a year market 


Get your share with 
the World's fastest selling 
chain saw— McCULLOCH! 


Here's the tool for your trade! Home owners, 
gardeners, farmers, builders, vacationers, anyone 
and everyone who spends time out of doors and 
time in your store is a ready customer for a light- 
weight McCulloch chain saw. This versatile power 
tool makes tough jobs easy...cuts firewood, clears 
weeds and brush, trims trees and hedgerows, digs 
holes, does hundreds of other jobs. And McCulloch 
means more profit for you because it’s the only pro- 
fessional quality chain saw at an economy price. 
Get your share of the multi-million dollar chain saw 
market by stocking the fastest selling chain saw on 
the market — McCulloch! 


LOW AS 





Professional features, 1.72 


economy price, high profit. 


McCULLOCH PROFIT FACTORS! 


@® Number One in World Sales—a pref- 
erence you can’t beat. 


@® Increased discounts make it easier 
than ever to boost your profit margin on 
fast selling McCulloch products. 


McCulloch 


NUMBER ONE IN WORLD SALES 


McCulloch Corporation, Los Angeles + Marine Products Division (Scott Outboards), Minne- 
apolis « McCulloch of Canada, Ltd., Toronto +» McCulloch International inc., Los Angeles 


sosos LEADERSHIP THROUGH CREATIVE ENGINEERING 


with full 16” bar 


® Versatile McCulloch accessories add 
extra profit to every sale. 


@ New Super Pintail® chain is the best 
chain available and it’s exclusive with 
McCulloch dealers. 


@® McCulloch backs you with a national 


CHAIN 
SAWS 


Name 


advertising campaign, a full dealer co-op 
advertising program, store displays and 
hard-selling product brochures. 

® McCulloch product line includes seven 
chain saw models, accessories, new 


Super Pintail chain and championship 
kart engines. 


McCULLOCH CORPORATION 
6101 W. Century Bivd., Dept. HA-2 
Los Angeles 45, California 


Please send full information on the advantages and profit 
potential of a McCulloch dealership. 





Address 





City 


Zone____ State __ 





—-———-—--—--—----- 


Want more facts? Circle 119. p. 73 
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I'S NE 
IT’S DIFFERENT 
’S FROM DU PONT = 











e YEAR-ROUND 
SELLER! 


e FAIR-TRADED! 
e FAST TURNOVER! 
¢ BIG PROFITS! 


e EVERYONE’ 
A CUSTOMER! 


SUGGESTED LIST PRICE $1.25 
MINIMUM RETAIL PRICE $1.15* 


*Price shown is established by Fair Trade Agreements in all states 
in which such agreements are permitted by statute. 


REG. u. S. PAT. OFF 


BETTER THINGS FOR BETTER LIVING 
~+ »- THROUGH CHEMISTRY 








"Want more facts? Circle 120, p. 73 
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DUPONT 


—e 8. 
PRY-LUBRICANT : 


ALL=PURPOSE 
° ee ad Se 
a ce ee ei i 


and glide with no 


“eee — ee | 
ea ey 
tis ites 


From Du Pont research comes.a totally different kind of lubricant! New 





"ae 
ay ew 

SLIPSPRAY contains fluorocarbon™telamer to give you a dry lubricant 

that’s non-staining and leaves no oily mess orgeeasy film. It’s safe to use 


near any fabric. You can even unstick a dresser drawer.without removing 
the contents. New SLIPSPRAY makes things slide and glide... move 


freely regardless of material: wood, glass, aluminum, steel or plastic. 


Order now from your Du Pont No. “7” Line wholesaler! 


HUNDREDS OF USES: 


Around the Home: vunsticks doors and windows of wood or aluminum, 
and drawers. Lubricates locks, hinges, sliding panels, zippers, etc. 


For the Car: Lubricates car doors and hinges without leaving any 
grease or oil film. Unsticks wir-sws, locks, latches, seat-adjustment 


mechanisms, etc. Retards corrosion on battery terminals. 


Tools—Garden and Sporting Equipment « Helps keep grass, dirt, 


snow or mud from sticking to hand tools, shovels, lawn mowers, skis, 
Skates, golf clubs, etc. Retards corrosion on shop tools, garden equipment, 


Stainless! Colorless! 
Greaseless! Odorless! | 
| 


DUPONT NO" 7" PRODUCTS 


guns, etc. 
. 


“4 


eee ee | 


0 analy no tits ts iia i Nets 5: Stina dea diss 
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Here lea Complete 
lor REPLACEMENT \ 
2 Col" BLADE 


Department For You - 

















MAKES ANY TAPE 
EASIER TO READ 


Thie Colortal 
4 Chu rdy, 
: : 3 3 e te e / Diep eneer 


FREE 


4 Money-Making Advantages 
in this K&E Package Offer! 


Modern 2-color blades — Fit all standard U.S. mace cases. 
Foot marks in red at every inch; stud marks every 16 inches. 
Graduated in feet, inches, and 16ths on upper edge; con- 
tinuous inches and 16ths on lower edge. Only K&E has this 
2-color replacement blade. 





Space-saving vertical dispenser type unit—No counter 
room needed for this eye-catching display rack. Just hang 
it on the wall. It’s compact — only 5'%e6 inches wide, 22% 
inches high—and designed to spark impulse sales. 


Correct inventory — Dispenser contains a realistic assort- 
ment of the most popular sizes of replacement blades: 


Quantity Width Length 
1/2” 6’ 
1/2” 8’ 
1/2” 10’ 
1/2” 12’ 
3/4" 10’ 
3/4" 12’ 


eerritt: 


$12.00 profit in this fast-moving, 2-color, replacement 
blade assortment. The permanent, colorful steel dispenser- 
display is yours at no cost. 


Take advantage of this chance 
to set up a compact, replacement blade department free. 
Call your jobber today. 


2045 


KEUFFEL & ESSER CO. « Haraware Division 
Cape May Court House, New Jersey 
Since 1867... the leading manufacturer of engineering supplies 


Want more facts? Circle 121, p. 73 
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LIFETIME GUARANTEE” 


a complete line of steel tape rules...all with 2-color blades 
vey) oe ayer er ae: pen! roe 4 


.».at no extra cost! 


ee ok Lavdon BT Ql 


WYTEFACE® 90 


Rewinds itself with simple 
squeeze or press control. 
Running foot numbers in red 
every inch...stud marks 
every 16 inches. In 6, 8, 10, 
and 12 foot lengths, all in- 
dividually carded. Self-dem- 
onstrating: blade pulls out 
easily for inspection. 


LST Level Square Tape 


Accurate, unbreakable level 
plus handy built-in square. 
Full 10-foot replaceable 
WYTEFACE® blade with 
red foot markings, sliding 
end hook. Rugged die-cast 
case with durable chrome 
finish. Individually carded... 
packed 6 to display box. 





CAPE MAY Wyteface® 


Streamlined design looks 
good, fits the hand! Clear, 
bold blade markings: one 
edge shows feet, inches, 16ths 
(first 6 inches to 32nds), with 
foot numbers in red at every 
inch. Other edge shows con- 
tinuous inches, to 16ths. Stud 
marks every 16 inches. In 6, 
8, 10, 12 foot lengths (2” 
blade); 10 and 12 foot lengths 


i ” blade). Individually “blister” carded 
. blade pulls out easily. 


FAVORITE® WYTEFACE 


Red foot numbers, repeated 
at every inch. Marked in feet, 
inches, % inches, black on 
white. Sturdy welded steel 
case, vinyl-covered, with 
handsome nickel-plated 
mountings. In 25, 50, 75, 100 
foot lengths, individually dis- 
play-packed, with plain end 
ring or K&E End Fastener. 
Replaceable lines are %” 
wide 


2k OES SS *OMLS {FP : 
4 "f ¥4>, " ; Ob P . ss 
rf A / “Py bx 
VILLE LS 
ee n 1G hd i hi ' 
th 4 


\\ 


NN 
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AK 


AN 


AX 
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CROWN™ WYTEFACE 


Case covered with black 
PlastideT-M. — tougher 
than leather! Chrome- 
plated mountings. Wide- 
sweep extension handle 
for easy rewinding. 
Marked in feet, inches, ¥% 
inches . . . foot numbers in 
red, every inch. In 25, 50, 


BOSS® WYTEFACE 


Famous finger-grip edge 
on sturdy, 2-color alumi- 
num case with plated 
mountings. Marked in 
feet, inches, % inches, 
with red foot numbers at 
every inch. Wide-sweep 
extension handle. 50 and 
100 feet, plain end ring or 


75 and 100 foot lengths — boxed individually with plain 
end ring or K&E End Fastener. 


K&E End Fastener. Boxed 
individually. 








ACCESSORIES BY K&E — Round out your line with * “If at any time the FAVORITE WYTE- 
these Hand Levels, Plumb Bobs, Sheaths and Targets FACE, or any other K&E tape, is found 


— respected everywhere for precision and durability. . | . 
See your jobber or write K&E for information. '° be defective because of materials - 
workmanship, K&E will either restore it 


POWER-PACKED K&E MERCHANDISING CAN, f ” iti 
HELP YOU MAKE MONEY! Write today on packag- '° Perfect working condition or replace 
it with a new one free of charge.’ 


ing, displays, profitable assortments that move fast. 
KEUFFEL & ESSER co. Hardware Division 


Town of CAPE MAY COURT HOUSE, N. J. 


Want more facts? Circle 121, p. 73 
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MaKe Pf () BOARD YOUR “ITEM OF THE MONTH” 


Merchandising tip: Help yourself turn a fast profit on Peg-Board panels and 
fixtures by making them your “item of the month.”’ Create a special price or 
‘‘leader”’ deal for 30 days and watch the traffic start—toward your 
Peg-Board selling center and other departments for bonus sales. 


Once customers utilize the convenience of Masonite® Peg-Board®, they 
come back for more and more panels and fixtures, assuring you of built-in 


sales. A Peg-Board “item of the month” deal can give your sales and profit a 
healthy shot in the arm. 


Make sure your Peg-Board dispenser is well stocked with panels and fixtures. 
For complete information on these dispensers, and for sales-building tips on 
all genuine Masonite hardboard, write Masonite Corporation, Dept. HA-106, 
Box 777, Chicago 90, Il. 


MASONITE Moms 


CORPORATION 


@®Masonite Corporation facturer of quality panel products 


for building and industry. 
Want more facts? Circle 122, p. 73 
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( Beauly 


pt © 
Every FREE 
Doce oenass py ee 


SAFE ww 


..-GET A 
$690 ONE 
FREE! 


Sto Gouw Latibuior 


, SAFE fo, 
FINISH 


Pr mor 


DELIVERY 


7f1Q 


Everyone's a beauty ...individually wrapped 
in protective cellophane to safeguard the 
beautiful, highly polished finish .. . packed 
with 2!,.” brass through machine screws and 
washers. That’s why shoppers prefer Safe . . . 
buy Safe. It will pay you well to ‘‘make 
it Safe’’. 


PRICE 


SAFE PADLOCK and HARDWARE Co. 


Subsidiary of THE AMERICAN HARDWARE CORPORATION 
LANCASTER, PENNSYLVANIA 


Want more facts? Circle 123, p. 73 
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EXTERIOR of L&EG Ace Hardware. 


ALLAN LAURIE and EARLE 
GRISDALE, co-owners of this 
Michigan hardware store. 


THIS NATIONAL SYS- 
TEm™ pays for itself in 
less than one year. 


“Our C@lalional Change Computing Register 
and Automatic Change Dispenser 


save us °2,200 a year... 


return 102% annually on investment!’’_1é6 Ace Hardware, 


“‘We are very pleased with the perform- 
ance of our National System. It helps 
our business operate more efficiently, 
and it provides our customers with bet- 
ter service. 

“This National System helps us be- 
cause it handles each transaction — 
completely. It mechanically itemizes 
and totals the purchase, then computes 
the change for each sale. After the 
change is computed, a National Auto- 
matic Change Dispenser delivers the 
exact amount due the customer. This 
fast, accurate operation speeds check- 
out time... eliminates errors. Result? 
We handle greater customer traffic, 


without losing control. Furthermore, 
our customers are impressed with the 
superior service they get in our store — 
giving them good reason to return. 

“This National System saves us 
$2,250 every year, which means it re- 
turns 102% annually on investment. 
Savings like ours should make any 
hardware store owner want to own a 
National System!” 


Wl. Kohn 


co-owners of L&G Ace Hardware 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES ¢ 76 YEARS OF HELPING BUSINESS SAVE MONEY 


Clawson, Michigan 


Your hardware store, too, can benefit 
from the many time- and money-saving 
features of a National System. Na- 
tionals pay for themselves quickly 
through savings, then continue to re- 
turn a regular yearly profit. National’s 
world-wide service organization will 
protect this profit. Ask us about this 
National Maintenance Plan. 

(See the yellow pages in your 

phone book.) 


REG. U. &. PAT. OFF, 


Want more facts? Circle 124, p. 73 A Want more facts? Circle 125, p. 73 > 
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True Temper merchandisers se 





New 


TRUE TEMPER 


‘CF Tdel-1,mm Mele) Mil -lactal-lalelt-i-t4 
No. TT48 








includes these 48 tools 


, ” 4 
} ‘y “~ 











f S| Lawn Rake 
6 - FBR22 Lawn Rakes. 
6-B15 Garden Bow Rake g 
6-PB14 . OF lael cate ie) eel 
6-DLR Dirt Shove 
6 HGl ‘OF taelciamerislels: 
6 -GO6'A Garden Hoe 
6-PG6!4 OF idelsiamealel- 
Re ila + tf 4X ft >. 
| Re lid! 3 of yDIdy tal 
4 ) ie t of tools and stand $ : 
| ) 
L¢ pecial $15 ount 9.0 





YOU PAY ONLY (Zone 1) $120.08 
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ne 
WEP LE! ans 


Revolving display stand plus 48 basic tools 


Almost places the tools in customers’ hands .. . over. Center post revolves so that tools are easily 


and needs less than 314 square feet of floor space shown to customers. Sturdy tubular steel construc- 
to do it. Keep it filled and near traffic, speed turn- tion finished in ivory with an eye-catching sign. 

















more garden tools in less space. 
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A whole garden-tool center in 9 sa. ft. 


Includes 66 basic garden tools, all best sellers, 
in the right quantities for fast turnover. Attrac- 
tive display stand permits easy access for cus- 


Discount 





Famous 


TRUE TEMPER 


CF Tgel-temm Mole) Mii l-laetat-laleit-i-¢ 
No. GM66 





Includes these 66 tools 


Tic lilo Mmelhy lich AMneliMmeloMclsle Mile) a - 


6-SL22 Lawn Rakes 
6 - FBR2:; Lawn Rakes 
6-B15 Bow Rakes 
4.-PB14 Bow Rakes Bn 
PL14 Level-Head Rakes * 
6 - DW OF laltel-tilelame O11 -4-4-3) : 
1 Or Cultivators 
POLD Spading Forks 
6-DLR Slig@elile ak 
4-HGIl OF igel-tamelalel ae 
2-SD OF gel-tame) or-lel-k 
RE Rotary Edgers 
O40F | Rel-4-16— 
6 -GO6',4 Garden Hoes 
re od © oes CF 1ael-1ame ale) 
‘irs Floral Hoes 
W/7H Warren Hoes 
Regular cost of 66 tools $155.04 
Regular cost of display stand 35.00 


. 


Total cost of tools and stand $190.04 


YOU PAY ONLY (Zone 1) $170.044 


Zone 2 add $4.48 
Shipped prepaid direct from factory 


Call your True Temper wholesaler today 


tomer inspection. Rolls on large casters to 
where the traffic is. Made of rugged steel tubing. 
Already proven in use by thousands of dealers. 
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Special 
Discount 





New 


TRUE TEMPER 


'CF-1del-t,me-jal-t-1 ami il -laetal-lale ltt ta 
No. $54 





Includes these 54 shears 


4A 


Revolving stand with 54 basic shears 


Displays a big selection of garden shears _ store traffic. Upper half of tubular center 


post revolves. Stand is heavy-gauge steel 
attractively finished in copper and ivory. 


in less than 3 square feet. Can be con- 
veniently placed to take advantage of 





add these units 
for extra profits 


These shear and hand tool merchandisers 
include FREE display stands that work 4 ways: 


Hang on either end of GM66 merchandiser 
Hang on two hooks from pegboard 
set on counter, gondola or any prominent spot 


Set in window to stop traffic, pull in customers 


S18-1 GARDEN SHEAR MERCHANDISER 





Stand is FREE with 18 basic Garden Shears 


(stand displays all 18) 


6 - No. 22 Grass Shears 
6-TD Grass Shears 
6 - A35 Pruners 


Regular cost of 18 basic shears 
Plus free display stand 


YOU PAY ONLY 











No. GCA-1 HAND TOOL MERCHANDISER 





Stand is FREE with 30 basic tools 
(stand displays 26) 
- GC20 Regular Trowels 
-GC21 Trowels 
- GC22 Cultivators 
- GC23 Digging Forks 
- GC24 Weeding Hoes 
- GC25 Pointed Hoes 
- GC26 Hand Rakes 
- DW Dandelion Diggers 


Regular cost of 30 tools 
Plus free display stand 


YOU PAY ONLY 
Suggested retail, 79¢ per tool. 











Also available No. TGCA-1 Merchandiser, same basic selection as GCA-1... 
except tools have sparkling chrome finishes . . . same FREE stand. Your cost,$18.00. 
Tools sell for 89¢ each, suggested retail. 


CALL YOUR TRUE TEMPER WHOLESALER TODAY 


@IRUE TEMPER 





and here is 


the most effective 
sales help of all... 


The /RUE JEMPER. \abel 


Customers know, trust, and prefer to buy True Temper tools. 
Quality and value are built in — to make every True Temper 
tool work better and last longer. For instance: 


New ‘“Dealer’s Buying Guide” for basic stock 


Now, for the first time, a simple guide to the best-selling tools that account 
for 80% of your sales in garden, lawn and farm tools, shears, grass and weed 
tools, shovels, spades and scoops. 


This guide was created by True Temper to make it easy for you to buy the right 
tools, to simplify stocking, to minimize your investment. You can determine 
your needs quickly, make fast visual inventory checks, and use the guide itself 
for keeping records. It includes complete price information. And it’s full of 
sales tips that make tools sell easier. For your free copy, call your True Temper 
wholesaler today, or write True Temper, 1623 Euclid Avenue, Cleveland 15, Ohio. 


BIRUE TEMPER, sos: sonic ine-.-your money in 


Litho in U.S.A. 

















Builders’ Hardware 
Convention 





Better teamwork in ’61: 


key to improved profits 


Builders’ hardware groups look forward to a year of improved 


company and personal success through topics studied at 26th annual 


convention in Chicago. Jack O’ Keefe is president of NBHA. 


“We've got the .cam. Now we 
need the teamwork.” 

Those words were spoken by 
Franklin Schlitt. He was seated at 
a table in the center of a platform 
in the grand ballroom of Chicago’s 
Hotel Sherman. 

The time was early morning, 
Sept. 26. 

That was a day to remember. 


World powers were engaged in an 
outstanding struggle at the United 
Nations that is likely to be re- 
corded in the history books. The na- 
tion was poised on the domestic 
front for the first television debate 
in history between presidential can- 
didates. 

Some 500 men and women seated 
in the ballroom before Mr. Schlitt 





had other things on their mind at 
that hour. These were builders’ 
hardware people, manufacturers 
and contract distributors. They 
were attending the 26th annual 
convention of the National 
Builders’ Hardware Assn. to learn 
the state of the industry, how to 
improve their sales and profits. 
Flanking Mr. Schlitt on the plat- 


eee 
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National Builders’ Hardware Assn. board meets at the opening of the convention. 


form were two tables. Two speakers 
were at each table. They were ready 
to read prepared statements about 
“Teamwork in the Builders’ Hard- 

rare Industry.” Then to answer 
questions from the floor channelled 
to them through Moderator Schlitt. 

The second day of the Builders’ 
Hardware convention was the meet- 
ing of the American Society of 
Architectural Hardware Consult- 
ants. 

The topic was “Formula For Suc- 
cess.”” Three industry leaders spoke 
to the topic, on elements that made 
their companies successful, and ele- 
ments that had guided them to 
their positions as president. 

The third and final day was a 
breakfast-round table meeting of 
NBHA members. Each table dis- 
cussed a topic under the general 
subject of “Management Controls 
Profits.” Finds of each group were 
reported, and discussed and ana- 
lyzed by Dr. George D. Wilkinson, 
management consultant of Prince- 
ton, N. J. 

NBHA board advanced Jack E. 
O’Keefe, Builders’ Hardware, Inc., 
West Hartford, Conn., from first 
vice-president to president. Mr. 
O’Keefe_ succeeded F. E. Traver, 
Architectural Hardware, Inc., Co- 
lumbus, O. 
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W. H. MecAninch, Northwest 
Builders’ Hardware, Inc., Seattle, 
Wash., was elected first vice-presi- 
dent. 

N. F. Barber, Chandler & Bar- 
ber Co., Boston, was elected second 
vice-president. 

The board selected Miami Beach 
for the 1961 convention, Oct. 15 to 
18, at the Fontainebleau Hotel. 

The officers of ASAHC were re- 


A guide for teamwork within 


The program opened on Sept. 26 
with-the address of NBHA Presi- 
dent F. E. Traver. 

Optimism over business during 
the first quarter of the year gave 
way to pessimism, Mr. Traver 
noted, and the contract hardware 
industry still is at low ebb. 

The lower rate of construction, 
plus the squeeze on profits has pro- 
duced criticism of competitors, of 
the industry and the association, 
he pointed out. 

The NBHA is still the dominant 
factor in the industry, Mr. Traver 
told the convention. He cited two 
factors: 

First, 31 new members were ob- 
tained during the past year. Total 
membership now is 383. 


elected, in keeping with policy of 
officers serving two years. 

Social events included the 
ASAHC-NBHA Reception Sept. 
25; a luncheon for the ladies; 
breakfast and luncheon of past 
presidents; the annual banquet. 

The NBHA Exposition was open 
during the afternoons of the three 
convention days. Robert G. Ryan, 
NBHA secretary, was manager. 


the industry 


Second, if the association were 
not a factor, then it would not be 
criticized. 

President Traver urged distrib- 
utors to “examine your own atti- 
tudes” and to work for a better 
industry. 

A panel discussion followed on 
“Teamwork in The Builders’ Hard- 
ware Industry.” The moderator 
was Franklin C. Schlitt, Schlitt 
Supply Co., Springfield, Ill. 

Four members of the panel dis- 
cussed a phase of teamwork, then 
answered questions from a secret 
panel of questioners and from the 
floor. 

The case for the manufacturers 
of standard metal doors was pre- 
sented by James R. Doran, man- 





ager of sales, Amweld Building 
Products, Div. of American Weld- 
ing & Mfg. Co., Warren, O. 

“I think you will find now your 
contract hardware distributors and 
hardware manufacturers have rec- 
ognized and accepted the standard 
steel door and frame industry and 
the profit opportunity it affords. 

“The standard steel door manu- 
facturers have changed their phi- 
losophies regarding furnishing 


hardware with their doors and 
frames. Some members of the Steel 
Door Institute do not, as a matter 
of policy, furnish hardware with 
their products; others now make 
hardware available as an optional 
feature.” 

The case for the engineered 
metal door was presented by H. W. 
Wehe, Jr., Overly Mfg. Co., Greens- 
burg, Pa., and president of the Na- 
tional Steel Door & Frame Assn. 


Builders’ Hardware 


Convention 





“The hollow metal industry has 
recently emerged from a period 
wherein relations with the hard- 
ware industry have been very 
strained,” Mr. Wehe pointed out. 

“Almost everyone in the door 
business sold builders’ hardware 





President 


*jJ. E. O'Keefe 
Builders’ Hardware, Inc. 


West Hartford, Conn, 


First vice-president 


*W. H. MeAninch 


Inc. 
Seattle, Wash. 


Second vice-president 


*N. F. Barber 
Chandler & Barber Co. 


Boston, Mass. 


Managing director and treasurer 
William S. Haswell 
NBHA 
New York, N. Y. 


Secretary 


Robert G. Ryan 
NBHA 
New York, N. Y. 


Regional directors 


*Robert C. Carroll 
Hardware Specialties, Ine. 
211 Union St. 

West Springfield, Mass. 


Henry W. Schilling 

Fred Schilling & Son 
322 Hempstead Turnpike 
Franklin Square, N. Y. 


“Hugh E. Miller 
Weed & Co. 
95 Swan St, 
Buffalo 5, N. Y. 


Robert E. Knorr 

Allen Hardware, Inc., 
Robert E. Knorr Div. 

32 N. 7th St. 


Allentown, Pa. 





Sept. 25-28, 1960 


Northwest Builders’ Hardware, 


Officers of the 


National Builders’ Hardware Association 


Sherman Hotel, Chicago 


“Kenneth T. Wright 
Albert Gunther, Inc. 
36 W. Biddle St. 
Baltimore 1, Md. 


R. R. Rankin, Jr. 
Delph Hardware & Specialty 


. 
512 Rutherford St. 
Greenville, S. C. 


*Donald R. Stough 

Hardware Engineers & 
Contractors 

117 N. Washington Ave. 

Greensburg, Pa. 


F. C. Frazier 

Albrecht Hardware Co. 
2300 Columbus Ave. 
Springfield, O. 


*Norman E. Bristley 

Central Indiana Hardware 
Co., Ine. 

Box 20127 


Indianapolis, Ind, 


Neil S. Murray 

Kendall Industrial 
Supplies, Inc. 

125 Grand Trunk Ave. 

Battle Creek, Mich. 


*George B. Schmitt 
S & S Builders’ Hardware Co. 
1025 N. Sheridan Rd. 


Peoria. Ill. 


Lawrence K. Healy 
Gardner Hardware Co, 
311 Nicollet Ave. 
Minneapolis 1, Minn. 


*W. F. Schollman 
Schollman Hardware Supply 


Co. 
4114 N. 24th St. 
Omaha 10, Neb. 


Bernard A, Lewis 

Steel Lewis Hardware & 
Supply Co. 

3202 E. Douglas Ave. 

Wichita 8, Kan. 


*Newly elected 


*James Longacre 
Capital Builders Distributors, 


Inc. 
6535 Greenwell Springs Rd. 
Baton Rouge, La. 


Herbert Raymond 

San Antonio Machine & 
Supply Co. 

Box 671 


Harlingen, Texas 


*Edward G. Karlson 

Builders Service Bureau, Inc. 
1221 Bannock St. 

Denver 4, Colo. 


Wm. M. West, Jr. 

West & Co. of Los Angeles 
1942 S. Main St. 

Los Angeles 7, Calif. 


*Otis W. Mitchell 

San Jose Hardware Co. 
62 W. San Fernando St. 
San Jose, Calif. 


John M. Wills 
Ernst Hardware Co. 
6th at Pike St. 
Seattle 1, Wash. 


*C. A. Sanders 

North Miami Hardware & 
Builders Supply Co. 

680 N.E. 127th St. 

North Miami 61, Fla. 


David Spalding 
Spalding Hardware, Ltd. 
929 17th Ave. S.W. 
Calgary, Alberta, Canada 


*Charles R. Waldrop 
Conner-Tate, Ine. 
5412 Kingston Pike 
Knoxville 19, Tenn. 


Joseph A. Jutzi 
Joseph A. Jutzi, Inc. 
8330 Olive. St. Road 
University City 24, Mo. 
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American Society of Architectural Hardware Consultants board meets to discuss Society's business. 


and at times it was not clear 
whether they devoted more interest 
to selling hardware than they did 
to doors. 

“Happily, these marketing ex- 
periments seem to have come to an 
end. 

“IT say, let the past be. Hollow 
metal is trying enough to manu- 
facture and sell without the market 
disturbing complication of distrib- 
uting hardware. 

“As engineered hollow’. metal 
door distributors, you have a splen- 
did opportunity to appeal both to 
architects and owners, pointing out 
in each instance the unlimited ver- 
satility of custom-made doors. 

“You are in a most envious posi- 
tion where old buildings are con- 
cerned. You can create sales by 
promoting new fire doors and fire 
exit hardware. In many cases, hav- 
ing made the original hardware 
sale for the building, you know 
these buildings which are now in 
need of up-grading.” 

The case for the hardware man- 
ufacturer was presented by Edwin 
H. Bryant, vice-president in charge 
of marketing, Independent Lock 
Co., Fitchburg, Mass. 

“It is clearly inevitable that the 
relationship between distributors 
and manufacturers must of neces- 
sity be strengthened,” he told the 
convention. 
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“The distributors’ function has 
been changing. In recent years he 
has tended to cut down on the num- 
ber of sources he purchases from, 
thus concentrating more and more 
effort on just a few major lines. 

“No longer is he just a customer 
of the factories from whom he pur- 
chases. In fact, he has gradually 
become the selling representative of 
these factories.” 

Mr. Bryant then noted that “the 
trend is running strongly to the 
distributor taking over practically 
every phase of the distributive 
function for a limited number of 
manufacturers. 


ASAHC executive director, 
P. Merrill. 


“By doing this, the manufactur- 
ers will be able to restrict their own 
sales efforts, reduce their sales ex- 
pense, and in doing so provide the 
margin of profit so necessary for 
successful contract hardware dis- 
tribution.” 

A 3-point program offered by Mr. 
Bryant, “if the distributor is going 
to function efficiently in the distri- 
bution of contract hardware” was: 

“(1) He must earn an adequate 
return on the capital employed in 
his business. 

(2) He must carry a balanced 
inventory of the items he distrib- 
utes in the area he covers to ade- 
quately service his trade at all 
times. 

“(3) He must have a_ well- 
trained organization internally 
coupled with a strong outside sell- 
ing force which will push the lines 
he handles.” 

Mr. Bryant then outlined a pro- 
gram for the future that will in- 
clude: 

Development of a written dis- 
tributor’s agreement establishing 
mutual responsibilities; for the 
manufacturer spell out products, 
guarantees, service, delivery, details 
of prices and schedules and terms; 
for the distributor spell out inven- 
tories, architectural and _ builder 
coverage, promotion, and sales vol- 
ume. 





Establish a Distributors’ Coun- 
cil consisting of four distributors 
and four members of the manufac- 
turers’ top management. 

“Let’s eliminate from our vocabu- 
lary the constantly repeated phrase 
‘Profitless Prosperity’ let’s substi- 
tute ‘Profitable Prosperity.’ ” 

The case for the distributor was 
presented by William R. Weston, 
of Wm. Weston Co., Dallas. 

The answer to teamwork, he told 
the convention is “to meet together 
and form a set of rules agreeable 
to all concerned.”’ 

Mr. Weston suggested that the 
first step is to get acquainted with 
other contract distributors in the 
trade area. 

Joint action, he pointed out, is 
possible in: 

“(1) Promotion of service and 
quality standard. 

(2) Market research. 

“(3) Fair trade practices. 


NBHA managing director, William 
S. Haswell. 


““(4) Management practices.” 

Five basic rules for good rela- 
tionships offered by Mr. Weston 
were: 

“Consider the effects of your ac- 
tions upon your competitors and 


Builders’ Hardware 
Convention 





other businessmen in your com- 
munity. 

“Before condemning him, give 
your competitor a chance to ex- 
plain. 

“Handle disagreements between 
competitors as between friends, not 
enemies. 

“Be scrupulously honest in the 
matter of substitutions against 
specified brands or types. Enforce 
this throughout your organization 
by making personal checks on the 
work of your estimators and detail 
men. 

“Sell your products on the basis 
of quality and service, rather than 
price.” 

Mr. Weston summed up his pro- 





Sept. 25-28, 1960 


President 


Edward B. Veihmeyer 
Builders’ Hardware Co. 


Bethesda, Md. 


First vice-president 


John M. Wilson 
Coast to Coast Agency & 


Sales, Lid. 


Second vice-president 


Edward H. McCulloch 
Russell & Erwin Div. 


New Britain, Conn. 


Executive director 


George P. Merrill 
ASAHC 
Santa Rosa, Calif. 


Regional directors 


John C. Elmblad 
North Haven, Conn. 


Henry Peter 
Stamford, Conn, 


T. E. Davidson 
Syracuse, N. Y. 





New Hamburg, Ont., Canada 


Officers of the 


American Society of Architectural Hardware Consultants 


*Joseph J. Picciotti, Jr. 
Wilmington, Del. 


Walter D. Scott, Jr. 
Lutherville, Md. 


Joe R. Sparling 
Charlotte, N. C. 


S. A. Romain 
Pittsburgh, Pa. 


Adrian R. Page 
Columbus, Ohio 


Jos. T. Buschermohle 
Louisville, Ky. 


Russell A. McBride 
Bloomfield Hills, Mich. 


Walter E. Howell 
Chicago, Il. 


*Nels M. Nelson 
Minneapolis, Minn. 


Mac L. Smock 
North Platte, Neb. 


*Newly elected 


Hotel Sherman, Chicago 


Emil E. Sides 
Oklahoma City, Okla. 


James C. Harris 
Alexandria, La. 


W. W. Philleaux 
Dallas, Texas 


William R. Myers 
Denver, Colo. 


John S. Russell 
Los Angeles, Calif. 


Thomas B. ONeill 
Los Altos, Calif. 


Herbert C. Dill 
Seattle, Wash. 


Dan O’H. Dickinson 
Pensacola, Fla. 


Les G. Groves 
St. Catharines, Ont., Canada 


Leo A. Hebert 


Birmingham, Ala. 


Warren H. Barry 
Memphis, Tenn. 
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gram, noting that “if we really 
want better relationships between 
hardware distributors, each must 
begin the cleanup campaign within 
his own domain. 

“Only when I am convinced that 
I am 100 percent in compliance 
with the five rules I’ve mentioned, 
can I point the finger of accusation 
at my competitor.” 


Mr. Weston charged that the 
main contributing factor to present 
conditions is overproduction. 


“This condition has resulted in 
overcrowding trade areas with dis- 
tributors, and bringing on deplor- 
able economic conditions,” he said. 


The ingredients in the 
formula for success 


The ingredients of success in op- 
erating a business was the topic 
for the session of the American So- 
ciety of Architectural Hardware 
Consultants on Sept. 27. 


The moderator was J. Harold 
Heston, Jr., vice-president and man- 
ager of contract sales, Delph Hard- 
ware & Specialty Co., Charlotte, 
N. C. 

Speakers were John C. Cairns, 
president, The Stanley Works, New 
Britain, Conn.; Carl D. Himes, 
president of Carl D. Himes, Inc., 
Dayton, Ohio, and James P. Town- 
ley, president of Townley Metal & 
Hardware Co., Kansas City. 

“The success of our wholesale 


NBHA president, F. E. Traver, pre- 
sides at opening session. 


hardware operation is dependent,” 
Mr. Townley told the meeting, 
“upon: 

“(1) the rate of return on in- 
vested capital. 

“(2) the type of income that it 


Panel moderator, Franklin C. Schlitt. 


Panel members at ‘Teamwork in the Builders’ Hardware’ panel. 


cael 


WA. RWESTON 
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EOWIN H. BRYANT 


can pay to ownership, management, 
and its employees. 

“(3) the prospects it has for 
future owner-managers, which pro- 
vides the incentive to shift with 
the times and contirally strive to 
improve operations.” 

Mr. Townley told how his com- 
pany’s sales of builders’ hardware, 
through retail outlets, amounted to 
more than $1,300,000 last year, an 


increase of 20 percent in sales, 


Coming raeetings for 
builders’ hardware groups 


NBHA Management Conference, 
April 24-28, Princeton, N. J. 
Pacific Coast Regional Conference, 
May 4-6, Palm Springs, Calif. 


with turnover rate of 5.3 times and 
orders filled 97 percent complete. 

“If we are to be successful in 
the future, we must plan for it and 
provide for it today. 

“If there is any formula for what 
success we may have had, it must 
include the plus factor of delegat- 
ing authority, the plus factor of 
good personnel at all levels, the 
minus factor of never being satis- 
fied with the job we are doing and 
the plus factor of having and 
spending the time and money to 
streamline and improve our over- 
all operation,” Mr. Townley said. 

Mr. Cairns pointed out that “‘we 
are witnessing a war of ideas be- 
tween those who believe in great 
recognition of personal success and 
those whose chief plaudits are re- 
served for collective success. The 
latter viewpoint is strongly in the 





ascendency in the adult world. 

“The reasons for this change are 
strong and continuing. It has one 
great disadvantage: our evaluation 
of success today may be out-of-date 
tomorrow. It has one great advan- 
tage: it reminds us that our goals 
of success must be regularly re- 
evaluated, if we are not to be 
trapped in dreams of the past.” 

Mr. Cairns then told the meet- 
ing: 

“It is hard to deny that one’s 
measure of acceptable success un- 
dergoes steady change throughout 
one’s life for most people. 

“If you believe your concepts of 
success are adequate and need no 
further expansion or refinement, it 
would be a good idea to take an- 
other look. You may not like what 
you see. 

“You may be trying to leap frog 
to your goals. I am a firm believer 
in the old adage that ‘Nothing suc- 
ceeds like success.’ I recommend 
that you set your goals at a level 
where you can get at them and 
start the continuous process of suc- 
ceeding.” 

Mr. Himes told the meeting that 
“observation, initiative, explora- 
tion and application have been con- 
tributing factors to the progress 
we have experienced these past 25 
years.” 

Mr. Himes then pointed out that 
success is not merely the accumula- 
tion of money. Success includes 
serving your company well, and 
serving your community also by 
contributing of your time and 
talents. 

Here is the summation of the 
three addresses presented to the 
meeting by Mr. Heston: 

“Neither of these men knew what 
the others were going to say, and 
yet each has mentioned many of 
the same ingredients for our suc- 
cess formula.” 


Ingredient No. |—Vision 

“Vision, the ability to plan for 
tomorrow's activity, today! Mr. 
Townley spoke of preparations his 
company made for increased vol- 
ume projected over a 10 year pe- 
riod. 

“Mr. Himes told us of the vision 
of a 16 year old boy for a career in 
builders’ hardware. 

“Mr. Cairns advised... ‘Set your 
goals at a level where you can get 


New president of NBHA, Jack E. 
O'Keefe. 


New second vice-president NBHA, 
N. F. Barber. 


at them and start the continuous 
process of succeeding’.” 


Ingredient No. 2—Knowledge 
“Knowledge ... perhaps the basic 
ingredient for there is no begin- 
ning without knowledge. 
“Business success comes to the 


man whose knowledge gives him vi- 
sion and initiative beyond that of 
other men. 

“Mr. Himes listed product knowl- 
edge as an absolute necessity. Mr. 
Townley’s description of their op- 
eration, indicates a thorough knowl- 
edge of merchandising at a reason- 
able profit which enabled their com- 
pany to grow while some firms 
were closing their doors. 

“Mr. Cairns said that college 
education does not assure success 
but it creates a capacity for knowl- 
edge. His assignment to manage 
the German plant, just two years 
after starting with Stanley, speaks 
well for his college administrative 
training.” 


Ingredient No. 3—Initiative 


“It was initiative that made 
Townley Metal & Hardware Co. 
modernize and improve their facili- 
ties, classify jobs, and install in- 
centive pay rates. 

“It was Mr. Cairns’ initiative 
that enabled him to operate the 
plant in Germany successfully. 

“Mr. Himes expressed initiative 
as aggressive action, the opposite 
of a ‘sit and wait’ attitude.” 


Ingredient No. 4—Persistence 


“Mr. Townley expressed this in- 
gredient as a constant search for 
better methods, and of never being 
satisfied with the job they were 
doing. 

“Mr. Himes chose to call this 
‘Challenge Acceptance’ and an in- 
born desire to succeed. 

“Mr. Cairns recalled a finding 


Exposition opens with cutting of the ribbon. 
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Builders’ Hardware 
Convention 





that ‘all successful businessmen 
displayed a talent for great persis- 


> 99 


tence’. 


Ingredient No. 5—Organization or 
Personnel 


“Mr. Himes dealt with this in- 
gredient as the organization of the 
individual—the balanced person— 
aware of his civic duties and religi- 
ous obligations as well as his busi- 
ness career. 

“Mr. Cairns warned us not to 
underrate others and of the press- 
ing need for administrative assis- 
tance in an expanding and complex 
business. 

“Mr. Townley gave much of the 
credit for his success to the choice 
of exceptional sales and operations 
managers and the delegation of 
authority to them and to good per- 
sonnel at all Icvels.”’ 


Panel member, James P. Townley. 


Panel member, Car! D. Himes. 
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ASAHC president E. B. Veihmeyer. 


Panel moderator, J. H. Heston, Jr. 


Ingredient No. 6—Profit 

“Certainly profit is a prime in- 
gredient in any successful business. 
As Mr. Townley pointed out, the 
success of their operation is de- 
pendent upon: 

““(1) the rate of return on in- 
vested capital. 

“(2) the type of incomes it can 
pay to ownership, managers, and 
employees. 

“(3) the prospects it has for 
future owner-managers. 


Panel member, John C. Cairns. 


“Mr. Cairns told of profitable op- 
erations in Germany and Canada, 
and one may assume they do well 
in New Britain. 

“Mr. Himes stressed the absolute 
necessity of an adequate profit on 
each contract regardless of circum- 
stances.” 


Ingredient No. 7—Health 


“Mr. Himes calls it endurance, 
both mental and physical, and said 
they were prime requisites to the 
consultant’s success. 

“Mr. Townley’s reference was to 
a healthy company with mutual 
respect between employees and man- 
agement, and of family manage- 
ment without friction or jealousy.” 


Ingredient No. 8—Performance 
“All three 
performance. 
“Mr. Himes has the ability to do 
the job properly. 

“Mr. Townley mentioned the rec- 
ord of his builders’ hardware de- 
partment in shipping orders 97 per- 
cent complete, and their practice of 
maintaining large inventories and 


speakers mentioned 


3 honorary members 


ASAHC elected three past presi- 
dents honorary members: Howard 
MacCarthy, MacCarthy, : :., Balti- 
more; Stauffer Eshelman, Ostran- 
der & Eshelman, New York; and 
Paul Easby-Smith, Builders’ Hard- 
ware, Inc., Bethesda, Md. 


discounting manufacturer’s __in- 
voices. 

“Mr. Cairns’ performance on his 
first two assignments certainly re- 


sulted in his later promotion.” 


Ingredient No. 9—Flexibility 


“Mr. Cairns advised that stand- 
ards of success change rapidly and 
one must continually refine and re- 
vise one’s goals. 


“Mr. Townley remarked that his 
company was always looking for 
ways to improve service, and lower 
cost of operations, 

“Mr. Himes advised the success- 
ful consultant to be prepared to ad- 
just to changing competition, rush 
bid dates and late changes on archi- 
tect’s drawings.” 





What’s happening to the 


builders’ hardware market 


W hat is likely to happen in home construction for the next 10 years is 


becoming clear. The trend will have impact on the markets for 


builders’ hardware. Here is a report to help you plan the future. 


Someone once remarked that “markets are people.” 
In the case of builders’ hardware that definition can 
be changed to “people are different kinds of markets 
at different times.”’ 

The fact that people can be customers for builders’ 
hardware in different types of markets accounts for 
an expected upsurge in builders’ hardware sales in 
hardware stores during the next five years or so. 

The reason for this expected upsurge is a shift 
in demand for builders’ hardware to the market for 
modernization of homes while the market for builders’ 
hardware used in the construction of new homes is 
levelling off. The replacement builders’ hardware also 
will grow as items wear out that were installed in 
homes built during the past two decades. 

In other words, the emphasis on the sale of build- 


ers’ hardware is moving away from the market made 
up of contractors developing tracts to the market of 
home owners. And home owners buy their builders’ 
hardware in hardware stores. 

The expected upsurge starts from a solid founda- 
tion, since some builders’ hardware items have been 
sold by most hardware stores for years. Many dealers 
may not realize just how much the builders’ hard- 
ware department contributes to total sales. The lat- 
est survey*, shows that hardware stores sold $340,- 
000,000 worth of builders’ hardware in 1958. That is 
an imposing total market figure. And an average of 
about $9500 in sales per store that sells builders’ 
hardware is imposing also. 

The expected upsurge will spread throughout the 


*Hordware Age product study. 


Population age trends that influence home construction 
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types of housing units built and the 
markets for certain types of builders’ 
hardware. The figures for the past 
decade, and the projection for the 
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are purchased in the older age 
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What’s happening to the builders’ hardware market 


What age group buys homes? 


More people in the older age groups own homes. Here is a 
breakdown of home ownership by age groups, a factor in the 
market for builders’ hardware: 


Age group Percent owning homes 


9 
25-34 


35-44 
45-54 
55-64 


65 and over .... 


retail industry. Most dealers will share in the coming 
builders’ hardware sales boom. 

The survey shows that 88 percent of all hardware 
dealers sell builders’ hardware. Among stores with 
total annual sales of $30,000 to $50,000, about 90 
percent sell builders’ hardware with average sales of 
$5600 a year. 

Among stores with total annual sales of $100,000 
and over, 86 percent sell builders’ hardware and the 
average annual sales of builders’ hardware of this 
86 percent is $27,000. 

What is back of an expected upsurge in sales, a 
dealer may ask? For years dealers have seen farms 
out on the edge of town sprout housing developments. 
Dealers realized that each home being built repre- 
sented a market for builders’ hardware. Some dealer 
shared in this market for builders’ hardware to con- 
tractors. They employed an expert in builders’ hard- 
ware, set up a display room plus office space, and let 
the expert sell to architects and contractors. Many 
dealers, however, depended on store traffic for build- 
ers’ hardware sales to individual home owners. 


The records on home construction, and on home 
ownership by age groups show why an upsurge can be 
expected in sales through hardware stores. These fig- 
ures get back to the fact that “people are different 
kinds of markets.” 

Here is what these records show: 


The building of new single-family houses has about 
caught up with demand. For the next 5 to 10 years 
the building industry expects to level off in building 
single-family houses, and to turn its attention to con- 
structing apartments and other kinds of multi-unit 
dwellings. 

The shift in the types of housing units being con- 
structed follows the pattern of age groups and their 
interest in home ownership. 

People in the younger age group, those who show 
up in the marriage statistics, usually rent or live 
with relatives. 

Some five years or so after marriage, and as the 
family grows, these renters become home owners, the 
buyers of tract development houses. 

The population in the younger age group is expected 
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(Continued) 


The shift in home building 


The construction of single-family homes is levelling off while build- 
ing of multi-family units is increasing. Here are the figures that 
show a trend in the markets for builder's hardware: 


Percent of 
Year single family units 


Percent of 
multi-family units 


1955... LE SK Se SEE FS vag he 5 kad on ieee ee 
i956 .... ico eS rsd OR | ee Fee 
ne EPI ENO SRE eee ee 
1958 .. Geer rs =o vs hah ca eee 
1959 . | Oe 4 soo 


to increase in the decade ahead, as seen on the accum- 
panying chart of marriages. The chart also shows 
the number of persons in the 18-24 age group during 
the past decade with the figures projected to 1970. 

The rising curve of marriages points up the coming 
boom in building apartments and multi-unit dwellings. 
This type of housing is needed for the just-married 
families. . 

The figures on housing starts, in the accompanying 
table, show that a trend away from constructing 
single-family houses started several years ago. In 
1955, for instance, two-family and multi-family units 
comprised 10.1 percent of total housing starts. Last 
year the figure was 20.3 percent. 


The figures on housing starts explain what seems 
to be a contradiction in the building industry. Over- 
all building is going along at a brisk pace even 
though construction of single homes lags. That’s be- 
cause the building of apartments, and industrial and 
commercial buildings is going ahead. The overall fig- 
ures show the industry is still in a boom. 


The accompanying table of home ownership by age 
groups points up a return to more tract developments 
5 to 10 years from now. The table shows the 25-34 
age group begins to account for home ownership, 
and that the percentage of homes owned is at a peak 
in the 55-64 age group. 

The records add up to: a slower growth in single- 
family home construction because there will be only a 
small increase in the age groups that buy homes. 


The levelling off of housing starts in single-family 
units will be reflected in. what happens to older type 
single-family homes. Two things are evident. Home 
owners will be fixing up their homes and keep on 
living in them. Home owners will be fixing up their 
homes to sell them. 

In either case, home owners will be buyers of build- 
ers’ hardware. Their purchases, in hardware stores, 
will take up the slack for manufacturers of builders’ 
hardware who experience a decline in sales to contract 
distributors. And the purchases by home owners will 
be reflected in bigger sales and profits from hard- 
ware dealers who promote their builders’ hardware 
departments. —End 





Builders’ Hardware: 
a source of new profits 


Are you looking for a department to promote that has 


long time profit potential, that gets your store out of the 


Pu 
by Adon H. Brownell 

Author of 

Hardware Age Builders’ Hardware Handbook 


About the author... . 

Adon H. Brownell who wrote this article, and the 
Hardware Age Builders’ Hardware Handbook, has 
sold, installed and manufactured builders’ hardware 
for more than 50 years. 

Nr. Brownell is a hardware dealer. He once owned 
and operated a large retail store in Erie, Pa. 

Mr. Brownell is a hardware distributor. He was 
manager of the builders’ hardware departments of 
J. Russell Co., Holyoke, Mass.; Fort Pitt Hardware 
Co., Pittsburgh; George Worthington Co., Cleveland; 
H. D. Taylor Co., Buffalo. 

Mr. Brownell is a manufacturer. He was with 
Russell & Erwin Mfg. Co., New Britain, Conn., and 
for many years now has been with Lockwood Hard- 
ware Mfg. Co. 

Mr. Brownell is an educator. He has conducted 
classes and schools on builders’ hardware for man- 
ufacturers, distributors and retailers. He is a mem- 
ber of the American Society of Architectural Hard- 
ware Consultants. 

Mr. Brownell combines these many talents in this 
article to stimulate hardware dealers to the op- 
portunities ahead of them in the builders’ hardware 


section of their stores. 


competitive rat race? Try builders’ hardware. 


Here is a type of conversation that pin points a 
profit leak. Maybe this sort of conversation is famil- 
iar to you. 

“Now that takes care of the paint job for your bath- 
room, Mr. Jones. How does the lock on the door look?” 
asked Pete Smith. 

Pete is the star salesman at Mr. Jones’ hardware 
store. Pete didn’t get to be the star paint salesman by 
chance. Pete knows his products. And he knows how 
to get at the heart of every sale—the customer’s prob- 
lem. Pete puts the customer’s problem, and his prod- 
ucts, together and usually comes up with an answer 
that means a bigger sale on the register tape. 

“To tell you the truth,” Mr. Jones picked up the con- 
versation, “I never thought of that. I had it figured 
out that I could take the screws out of the plate, turn 
the plate up while I sanded off the ridge of old paint 
and paint under it. Come to think of it, even if I do 
that, I’ve still got an old lock on the door. That’s not 
going to look so hot with the new tile, new medicine 
cabinet, the light and my colorful paint job, is it? 

“Then what am I going to do when I get my remod- 
eling job into the kitchen? Those old hinges and 
knobs on the cupboards aren’t going to look so mod- 
ern along side the new wall oven, the new refrigerator 
and dish washer. 

“T suppose I should be figuring on some new hard- 
ware inside the house. But how is an amateur like me 
going to put it in and I’ve been thinking about the 
cost.” 

“I thing we’ve got an answer to all your hardware 
problems, Mr. Jones,” Pete beamed. 

“Let’s go over to our Home Modernization Center. 
You and Mrs. Jones can sit down. We’ll have some 
privacy in going over the locks, hinges, knobs, catches, 
and the other items that will finish off your project 
and make your home look new and modern.” 

Conversations like this will be the key to a source 
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Builders’ Hardware: 
a source of new profits 


(Continued ) 


of considerable profit to hardware stores in the years 
immediately ahead. Mr. Jones and Pete are talking 
about a specific home modernization job. What they 
really are talking about, as far as Jones Hardware 
Store is concerned, is one sale in the coming market 
for builders’ hardware on home remodeling and mod- 
ernization jobs. 


What does this market mean? 


To the manufacturer of builders’ hardware it means 
taking up the slack in sales not being made for tract 
development homes. To hardware dealers it means a 
pick up in sales of merchandise many dealers have car- 
ried for years; an opportunity to put the spotlight of 
promotion on numerous items usually scattered around 
the store. 


This reflects an important shift in markets, an indi- 
cation of what is going to happen. 


Another article in this issue spells out the full de- 
tails of this important shift in the builders’ hardware 


market. Briefly, this is what is back of the coming 
shift. 


The sales channels for builders’ hardware for homes 
shifts between contractors developing tracts and home 
owners remodeling or modernizing their properties. 


Right now contractors are not developing many 
housing tracts, and are not buying as much builders’ 
hardware as they did a few years ago. Builders have 
about caught up with this market. The emphasis in 
housing construction now is on apartments for newly- 
weds. In five years, or more, today’s crop of newly- 
weds will make up a rising market for private homes. 
Then the developing of housing tracts will pick up. 


Meanwhile, individual owners are fixing up older 
homes. 


This trend points up the importance of the builders’ 
hardware section in retail stores. The specialty con- 
tract dealer just isn’t geared to selling a few items for 
replacement, or a single house modernization order. 
The hardware dealer is. 


Many hardware dealers have stocked builders’ hard- 
ware items for years. Possibly they have not thought 
of their stock as a section of the store. Yet, builders’ 
hardware sales in retail stores* amount to $340 mil- 
lion a year. Broken down into average figures, that 
$340 million comes out to more than $9500 per year. per 
store, or almost 14 percent of the total volume of the 
average store. 


The housing market trend makes the prospects for 
builders’ hardware sales through hardware stores look 
good for the next five years. In fact, the prospects 
brighten considerably because of another factor: 


The builders’ hardware section is one department 
of a store that a dealer can stock, and promote without 


*1958 retail store soles in hardwore stores, Hardware Age Marketing 
Assistance Program study. 
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fear of competition except from his fellow hardware 
dealers. 


The merchandise in a builders’ hardware section is 
the type that is comfortably at home in a hardware 
store. The merchandise is not the type that finds its 
way into supermarkets, drug stores, variety stores, 
gasoline stations, or other types of retail channels that 
seek greater volume by branching out into hard goods 
lines. 


Competition from non-hardware stores is not likely 
for two reasons: 


First, builders’ hardware is a type of merchandise 
that depends on the sales skills of store personnel to 
make the sale. There are some items that will sell 
themselves off the shelf. These are replacement 
items. Customers are familiar with the item and know 
how to make a replacement. But sales of locksets, cab- 
inet hinges and pulls, and other items where quality 
and installation are factors are sold by trained, skilled 
salesmen. 


Second, builders’ hardware is a type of merchandise 
where quality counts, and price is not such a factor. 
The home owner buying builders’ hardware to com- 
plete a modernization job wants to know what makes 
quality in these items, which quality is the best for his 
home. The fact that one pull may be a few cents lower 
than another pull is not going to sway the sale. 


In fact, the salesman in the builders’ hardware sec- 
tion can use his Sunday sales punch on almost every 
customer. This is the section of a store where the mer- 
chandise will be seen every day of the year, where the 
merchandise will stay in service for years. That adds 
up to the best quality materials and workmanship that 
the customer can possibly afford. This is not the area 
where it pays the customer to clip corners. 


Now what does this all add up to? 


(1) Builders’ hardware sales will become increas- 
ingly important to hardware stores. 
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10-steps to more profits from builders’ hardware 


Here is a 10-step plan to promote a department that is going to account for more sales 
and profits in the immediate years ahead. These 10 steps will encourage your home 
owner customers to remodel and modernize their homes. These 10 steps will establish 
your store as the place to buy builders’ hardware for home modernization. 


Set aside a section of your store as a Home Modern- 
ization Center. 


Sample this Center with builders’ hardware items for 
a full scale modernization job. 


Sample this Center with other builders’ hardware 
items needed for replacement, such as cabinet hard- 
ware, sash locks, hinges, and other bread and butter 
items from your stock. 


Sample this Center with door closing devices. Fre- 
quently a modernization job starts with replacement 
of closing devices. 


Sample this Center with related modernization mer- 
chandise, such as paint, small electrical accessories, 
bath room fixtures, to promote tie-in sales. 


Sample this Center, or have nearby floor displays, or 
6 put up signs calling attention to your major appliance 
department. 


Sample this Center with seasonal merchandise. Sea- 
sonal merchandise displays attract customers to the 
builders’ hardware merchandise displays. 


Obtain a list of home owners in the trade area of 
your store. 


Prepare a direct mail program for this list, promoting 
your builders’ hardware merchandise for home 
modernization jobs. Follow up with telephone calls, 
also newspaper, radio and television advertising. 


Appoint a salesman to be responsible for the Center. 
Work with him in setting up the Center, in stocking 
the section, and give him authority to go ahead with 
promotion plans. 





(2) Builders’ hardware is not subjected to outside 
competition. Supermarkets and variety stores will 
stay out of this market, for they cannot compete in 
quality, product knowledge of salesmen, and in 
breadth of lines. 

(3) A big increase in inventory is not necessary for 
most hardware dealers to compete in this market. 
Many hardware stores already carry quite a line of 
builders’ hardware. Suppliers are willing to advise 
dealers on what items are needed to set up a repre- 
sentative builders’ hardware section for their market. 


(4) The hardware dealer’s major problem, after 
recognizing the potential of the builders’ hardware 
market in his neighborhood, is to pull together his 
stock to set up an impressive builders’ hardware 
section. 

In other words, the retail hardware dealer is strate- 
gically situated to fill the demands of the builders’ 
hardware home modernization market. What the 
dealer has to do to fill that need is to follow a program, 
and such a program is offered in the accompanying 10- 
step outline to feature a builders’ hardware section. 

—End 
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Drop Shipments 


Are drop shipments good or bad for our industry? 


Hardware Age editors put this question to many 


dealers, wholesalers, and manufacturers. Here is 


a preliminary report on their responses. 


Rarely have so many people disagreed so emphati- 
cally on a subject as the hardware trade disagrees on 
the value of drop shipments. 

This is apparent in the information funnelling into 
Hardware Age for its study of drop shipments. Pur- 
pose of this study is to obtain a better knowledge of 
the experience and attitude of various segments of 
the hardware trade on the subject. Over the past 
year or so, drop shipments have been a source of much 
conversation at all levels. Mail to Hardware Age re- 
flects a growing interest in this subject. 

The purpose of this study by Hardware Age is per- 
haps best summed up by a manufacturer, who wrote, 
“.. I'd like to see a good, thorough discussion of this 
subject by everybody in the trade. This would help 
put the question in proper focus.” 

In conducting this study, the staff of Hardware 
Age has attempted to contact a representative, cross 
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section of the trade, at the dealer, wholesaler, and 
manufacurer level. However, in considering the state- 
ments in this study, it must be recognized that the 
final results are not necessarily an accurate crovs 
section of the trade. Basically, the views expressed 
in this article, and in others to come, are the views 
of those members of the trade who were willing to 
express themselves. 

It is not possible accurately to determine the opin- 
ions of those who declined to voice an opinion. 

Thus, this report is made, within these stated limi- 
tations, as a means of encouraging open discussion 
of this subject. The views of any reader, who has 
not already submitted his opinions to Hardware Age, 
will be welcome. 

It is apparent, from the reports submitted to Hard- 
ware Age, that any discussion of drop shipments 
should deal with specific products, for specific stores 





SOME VIEWS ON DROP SHIPMENTS .. . 


From dealers... 


‘| | We are increasing our drop ship buying. Why? Be- 
cause we ere forced, by our location, to deal with three 
small distributors whose line-outs on our orders average 
20 percent, and sometimes run as high as 95 percent.” 

“. . . Drop shipments are bad, because dealers assume 
the functions of the wholesaler without full compensation. 
if | must depend on drop shipments, |! will work for direct 


shipments, and direct billing, and will exclude the jobber.” 


From wholesalers . . . 


. The type of drop shipments we are handling are 
good for the wholesale industry, this includes such items 
as carloads of merchant wire, major appliances, franchise 
lines such as bicycles, as well as special items and repair 


parts.” 


sé 


. Drop shipments are an invitation for brokerage 
business operations, without investment in facilities for 
warehousing, selling, etc. It is a suicidal path for full func- 


tioning wholesalers to follow.”’ 


From manufacturers. . 


‘*. . . We are glad to make drop shipments for our whole- 
salers, if the order covers our minimum shipping weight. 
Usually these orders are for unusual sizes or types."’ 

‘. .. It ts our opinion that firms that request drop ship- 
ments are not legitimate wholesalers and should not 


receive the extreme wholesalers’ discount.”’ 


under specific conditions. In other words, crop ship- 
ment deals may be worthwhile in one case, but def- 
initely not worthwhile in another. 

The general results of the study to date can be 
summarized this way: A majority of hardware 
manufacturers does not approve of drop shipments. 
It feels they are uneconomical to them, as well as to 
the dealer. Many of them are frank to say that they 
make such shipments only because of the urgent de- 
mands from wholesalers. 

Manufacturers who endorse drop shipments are 
usually companies with special distribution policies or 
who face unusual problems because of the nature of 
their products. 

Most general line wholesalers are opposed to drop 
shipments, while the voluntary chain wholesalers are 
largely in favor. The belief is expressed that drop 
shipments tend to choke up a dealer with inventory 


and lead him into financial difficulties. There is also 
the feeling that drop shipments eliminate a normal 
wholesaler’s function and thus raise some serious 
questions for the future. 

Wholesalers in favor of drop shipment insist that 
if it is handled on a selective basis, and is not over- 
sold, it helps put dealers in a more competitive posi- 
tion. 

Dealers reporting to Hardware Age on the questions 
asked on p. 53 of the Sept. 8 issue, seem to look with 
favor on drop shipments and would like to increase the 
volume of their purchases in this manner. 

A preliminary analysis of the responses received to 
date shows 64 percent believe drop shipments are good 
for dealers, and 36 percent say they are bad. 

Underlying the discussion of drop shipments is the 
feeling, often unexpressed, that the interest in this 
procedure is a reflection of some basic changes in dis- 
tribution patterns. A heavy drop shipment program 
obviously places in the manufacturers’ hands the 
names of key dealers who are willing to take on larger 
shipments. Repetition of a dealer’s name in a drop 
ship order program would obviously be an invitation 
to the opening of a direct account by a manufacturer, 
if this fits into his policy. 


A normal function is bypassed 


The wholesaler must also face the task of justifying 
to the manufacturer his normal discount structure, 
when part of his normal function is bypassed ... 
that of stocking goods. With the industry so concerned 
with profit margins, and seeking to increase margins, 
it becomes difficult for a manufacturer to reconcile 
these two circumstances. 

Drop shipments, one wholesaler asserts, turns a 
wholesaler into a broker, rather than a distributor. 
The same discount could hardly apply in both cases. 
An increase in drop shipment volume by a wholesaler, 
with the correspondingly reduction in dealer billing 
costs, does not alter the fact that rent and maintenance 
of the unused warehouse space continues to flow into 
the overhead charges. 

This consideration was voiced by one manufacturer 
who believes that the lack of good cost figures and ade- 
quate accounting methods is causing many distributors 
to be misled on the profitability of handling drop 
shipments. 

The position taken by the average dealer on this sub- 
ject is, of course, based on his opinion of the profita- 
bility of drop shipments to him alone. The view most 
frequently expressed by dealers is that drop shipments 
help make him more competitive with discount houses. 
On the other hand, there appears to be some con- 
fusion on the savings that result in drop shipments. 

For example, some dealers report savings of 20 per- 
cent and more. Yet, maximum savings possible in the 
average program is 10 percent. It also appeared that 
some dealers are of the opinion that a 5 or 10 percent 
savings on their cost price results in their realizing 
that much more additional profit. Retail arithmetic 
doesn’t work that way; the saving would be consider- 
ably less, since the reduction must be calculated on 
cost, not selling price. 


Conflicting points of view came from dealers on the 
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Drop Shipments 
(Continued ) 


question of how complete are factory shipments. One 
dealer reported a great dea] of difficulty and expense 
caused by factories sending out drop shipments short. 
According to this dealer, it took months to get the 
short parts. The result of these experiences was to 
turn the dealer away from factory shipments to whole- 
salers. 

On the other hand, another dealer complained that 
shipments from wholesalers were coming in so short 
that he had to turn to drop shipments to be sure to get 
the merchandise he needed. 

While these are probably two isolated experiences, 
they do illustrate the great divergence in views that 
exist in the industry. 

Among dealers reporting they did not favor drop 
shipments, the effect on turnover was mentioned most 
frequently. So far as most dealers are concerned, drop 
shipments seem to definitely reduce their turnover, 
and thus tie up capital. Among these dealers, the opin- 
ion exists that the average concession on drop ship- 
ments does not justify the cost reduction. 

“If I can’t save more than 20 percent of my cost, 
drop shipments won’t do me any good,” one dealer 
emphasized. 

The importance of a critical examination of each 
drop shipment offer was stressed by a dealer. He 
felt that his volume in certain lines, especially sea- 
sonal ones, justified drop shipments and did not hurt 
his turnover. Other drop ship deals offered him, he 
“wouldn’t touch with a 10-ft. pole.” 


When is economy realistic? 


It appears, in this preliminary review of the Hard- 
ware Age study, that one result of this discussion 
will be a more critical examination of the economics 
of direct ship deals by both wholesaler and dealer to 
determine their true cost. 

From the volume viewpoint, a majority of the man- 
ufacturers contacted reported no great increase in the 
actual volume of drop shipments, but a substantial 
increase in the number of inquiries from wholesalers 
for deals. 

The sales manager of one manufacturer said this: 
“Frankly, I don’t know whether drop shipments are 
good or bad for the trade. We have been looking into 
it and have made some experimental setups with two 
or three distributors. Thus far the results have been 
disappointing. I’d like to see a good, thorough dis- 
cussion of this subject by everybody in the trade. This 
would help put the question in proper focus. As it is 
now, it’s a first class headache.”’ 

The next issue of Hardware Age will present. addi- 
tional facts from this study, and some data on dealer 
and wholesaler attitudes toward drop shipments. 


Editor’s Note: Additional opinions on drop ship- 
ments from readers will be helpful in efforts to pre- 
sent a good cross section of viewpoints. Let us have 
your opinions. Mat them to the Editor, Hardware 
Age, 56th & Chestnut Sts., Philadelphia 39, Pa. 


56 e HARDWARE ACE, October 6, 1960 





Teen-age credit 


An analysis of its pros and cons. 


You are hearing more and more about teen-age 
credit accounts these days. The idea is definitely 
catching on in many areas. 

But is it a good idea to put the power of credit into 
youthful hands? What are the pros and cons of teen 
credit, based upon experience thus far? 

What ages, dollar limits, parental sanctions, and 
general policies are involved? 

Here is a report which summarizes some of the 
views of critics and defenders of teen-age credit. 
You’ll find food for thought that may affect the next 
stages of credit in your store in the material that 
follows. 

“Credit is a way of life.” 

That’s the way some economists sum up the signifi- 
cance of the most famous last line to a modern sales 
pitch: “Charge it.” 

Hardware dealers have been walking on both sides 
of the consumer credit problem. 

Now there is an extension of consumer eredit: to 
the teen-age market. 


The case against teen-age credit 


Critics of teen-age credit take a dim view of in- 
troducing youths to the heavy responsibilities of easy 
credit buying, regular payments, and costs of service 
charges. 

Criticism of teen-age credit is growing, the Wall 
Street Journal reports in a recent roundup on the 
subject. The critics point out that youths, under 
some plans, can pile up a $100 debt load. Some stores 
have lowered the credit bars to children as young 
as 12 years. Many stores do not notify parents that 
their children are buying on credit. Few stores ask 
parents to make good when their offspring do not 
pay their bills. 

In the background of this discussion is the fact 
that teenagers are a fast growing segment of the 
population. Merchants, seeking ways to get a grip on 
this big market, have swung to the youth-credit idea. 





The Wall Street Journal cites one of the most 
severe criticisms of teen-age credit. This is a state- 
ment by E. B. Schwulst, president, Bowery Savings 
s3ank, New York, made at a congressional sub-com- 
mittee hearing. Said Mr. Schwulst: 

“IT think this is something like teaching the young 
to use narcotics—I think it is very bad, very bad 
indeed.” 


The case for teen-age credit 


The case for teen-age credit is made largely by 
merchants who offer such a credit plan. 

One of the more vocal defenders is A. Leonidas 
Trotta, of the National Retail Merchants Assn. He 
is quoted as saying: 

“We’re in a credit economy now, and the sooner 
these kids know how to handle credit, the better off 
they'll be.”’ 

How far teen-age credit has penetrated into the 
world of retail merchandising is seen in a survey 
made by Seventeen magazine. The survey was made 
early this year. 


Here are the results of the survey: 


Q. 1—Does your store have a special junior credit 
program for young or teen-age customers? 


A.—Of 264 stores, 20 percent said, yes. Another 
12 percent said credit is available, but not under 
any specific program. 


Q. 2—When did you first offer credit? 


A.—The majority of stores, 59 percent, began 
their plans in 1958. Others date back to 1948; there 
were many programs begun last year. 


Q. 3—What is the lowest eligible age? 


A.—While some stores go as low as 12 years, 
and many fall in the 13-year bracket, the majority 
of accounts (50 percent) are offered to 15-16 year 
olds. 


Q. 4—How many active junior accounts are now 
on your books? 


A.—Most stores (59 percent) report 100 accounts 
or less, although some stores exceed 1000 accounts. 


Q. 5—What do you call your plan? 


A.—Some examples: Student Charge Account, 
Youth Budget Account, Junior Charge Account, 
Teen-Time, Junior Option Charge Account, Career 
xirl Account, Chumley Credit Club, Young San 
Diegan Account, etc. 


Q. 6—What kinds of credit do you offer? 


A.—Revolving credit is offered at many stores, 
with a limit ranging from $15 to $75. Regular 30- 
day charges are offered some stores, with a $10 to 
$50 limit. A handful of stores offers contract, and 
30-60-90-day accounts. 


Q. 7—Do you require parents’ approval or authori- 
zation? 


A.—Some 71 percent require this approval. Others 
merely notify parents; many require no approval. 


Q. 8—When notified, are parents asked to guar- 
antee accounts? 


A.—In 65 percent of cases, parents are not asked 
to guarantee accounts. 


Q. 9—How do parents react to the idea? 


A.—The majority (73 percent) thinks youth credit 
is an “excellent” or “good” idea. 


Q. 10—What is your bad debt loss experience? 


A.—Some 77 percent said “favorable.” 


Q. 11—In general, would you say that youth 
accounts have proved successful? 


A.—Yes, said an overwhelming majority of 89 
percent. 


Some cautions about teen credit 


@ Teen age accounts can backfire on the dealer, if 
an account gets out of control. Parents whose chil- 
dren have reneged will tend to blame the merchant 
for the problem. 

@ There are important legal problems encountered 
in collections, especially if parental approval has 
never been obtained. 

@ There is a feeling that the size of this market 
has been exaggerated. The total purchases of the 
teen age market are largly influenced and controlled 
by parents. Optional expenditures, it is said, repre- 
sent a rather small volume, particularly in hardlines. 


Some typical comments from stores .. . 


Ohio—“I think they are a wonderful goodwill 
builder. Parents think it’s good training for the 
children. It takes supervision so they don’t go over- 
board.” 

Oklahoma—“We encourage young customers to es- 
tablish credit with us. However, these accounts re- 
quire more supervision.” 

Wisconsin—‘‘We believe it is a generally successful 
tool for building goodwill, both present and future. 
If the account is properly opened and applicants 
screened, there should be little if any difficulty with 
the account.” 

Alabama—“The teen-age customer of today is the 
charge account trade of tomorrow. I think it is a 
fine idea to offer limited accounts to some teen-age 
customers, provided an educational program on con- 
sumer credit is offered in the schools to teach this 
teen-age group the value of credit, and some of the 
pitfalls if abused.” 

Texas—“Our experience has been good. However, 
we have been very selective in opening these accounts.” 
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Buying Check List 


of new hardware items 


Keep up to date. Check these ne-7 items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 73, and mail 


Item 1 
Polyethylene packed tumblers 


The complete line of Lustro-Ware 
boil-proof tumblers is now pack- 
aged in printed polyethylene bags 
in three sizes. The 4-, 8- and 14-oz 
tumblers are available in five colors. 
Packaged sets are prepriced with 
the suggested retail of 49¢ for six 
4-oz tumblers, 69¢ for six 8-oz tum- 


blers, and $1.19 for six 14-oz tum- 
blers. Columbus Plastic Products, 
Inc., Dept. HA, Columbus, Ohio. 


Item 2 


Christmas promotion pack 


Colorful holiday packaging is the 
feature of the Lectrolite XL3 
Christmas merchandiser pack. This 
unit includes Lectrolite sets Nos. 
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X1706B, X350B and X560B, each 
individually packaged in a holiday 
take-home carton. A free counter 
merchandiser is also included for 


impulse appeal. S-K/Lectrolite 
Tools, Dept. HA, Drawer 407, De- 
fiance, Ohio. 


Item 3 
Chain driven toy tractor 


Pre-school children will enjoy 
this bright vermillion chain driven 
Murray tractor. It features a real- 
istic motor-tone gear shift, spark 
plugs that can be plugged in, tires 
with tractor tread, and all-steel 
spring seat. The super deluxe 
model also has a trailer hitch for a 
companion trailer with dump box 


which is operated from the seat. 
Murray Ohio Manufacturing Co., 
Dept. HA, 635 Thompson Lane, 
Nashville 4, Tenn. 


Item 4 
New quiet rotary mower 


Dille & McGuire’s new rotary 
mower, the Turfmaster, has an 
oversized muffler for effective 
sound -conditioning and a com- 
plete) enclosed 3-hp Briggs & 
Stratton engine for a low silhou- 
ette. The one-piece blade of aus- 
tempered steel has a slanted cut- 
ting edge for scythe-action cutting. 
Has five cutting heights of 1-to-3- 
in. in %-in. graduations, individual 
wheel adjustment which requires 
no tools, and a tubular steel handle 





Here is a quick Check 
List of items described 
in the following pages 


that locks in operating or storage 
positions. Retails for about $119.95. 
Dille & McGuire Mfg. Co., Dept. 
HA, Richmond, Ind. 


Item 5 


Competitive-price power saw 


Here’s a 714-in. Skilsaw offered 
to retail at $59.95. It has a 1% 
hp motor, heavy-duty quadrant, 
and ribbed shoe for extra rigidity 
and accuracy at any depth or angle 
of cut. It has a sawdust ejector 


system, a 154-in. safety-clamp blade 
washer, and a 4900 rpm motor. A 
$2.35 extra blade is given as a free 
customer bonus offer. Other new 
items in the line include a line of 
jig saw blades. Skil Corp., Dept. 
HA, 5033 Elston Ave., Chicago 30, 
Til. 





Quick Index to Buying Check List 





[] Polyethylene packed tumblers .... 
[] Christmas promotion pack 

[] Chain driven toy tractor 

[] New quiet rotary mower 

[] Competitive-price power saw 

[] Three gloves-mitts display 

[] Plastic canister set 

[] 33-piece power tool kit 

[] Four-unit sports pack 

[] Cabinet hardware display 

[] Aluminum salt & pepper set 

C) Bailer plugs for boats .. 

[] Chrome-plated power mower ..... 
[} Plastic squeegie-scraper 


[] Sharpening attachment .......... 


[} Quality brush assortment 
[] Live bait surf fishing reel ........ 


[) Low priced drain auger 

[] Hunting window display .......... 
[] Space ship with controls 

[] Light-weight outboard motor 

[] Heavy-duty chain saw 

[} Display for hammer handles .. 

[] Heavy-duty builders’ saw 

[]) Low cost hose nozzle 

[] Dial-top coffee maker 

~] Spray can auto de-icer ... 


[] Gift-carded bicycle locks 


[] Deluxe pruning shear 

[] Trap line expanded 

["] Pressurized penetrating oil .. 

[] Aluminum thresholds display 

[] Fully automatic can opener .. 

[} Aluminum carpenter's vise 

[] Masonry expansion bolt 

[] Alley band saw blade 

[] Squat style bar glassware . 

[] 24-02 bricklayer’s hammer 

[] New packaging for light bulbs .... 
[] Open stock glassware 

[] Round faced traverse rod ........ 
[] Home and office ventilator ... 

[] Pendulum action tank ball ... 

[] 5-piece screwdriver set 

[] Musical birds for infants 

[] Comprehensive keying unit .. 

[] Ripple-edge steak knife set ... 

[] Hammer-in fastening tool .... 
[] Children's medicine chests 

[] Economy priced paint remover ... 
[] Quedrant for Dutch door 

(] Light-duty delivery trucks 

[] Store equipment catalog......... 
C] Narrow stile entrance unit 

[] 250-lb capacity hand truck 

[] Three-tiered gift gondola 





Item 6 
Three gloves—mitts displays 


Three new counter displays by 
Pioneer Rubber provide complete 
glove and mitten departments for 
children and teenagers. Each wire 
rack unit holds several pairs of 
Pioneer’s waterproof Kayak mitts 


and gloves. A colorful header is in- 
cluded. The No. 1180 display 
(shown) holds an assortment of 18 
pairs of Kayak mitts and six pairs 
of Kayak gloves. Dealer. cost is 
$11.80. Retail value is $18.96. 
Pioneer Rubber Co., Dept. HA, 196 
Tiffin Rd., Willard, Ohio. 


Item 7 
Plastic canister set 


This new canister set in classic 
styling of gold embossed plastic 
with anodized metal lids can be ar- 
ranged in a variety of ways to save 
space or suit personal taste. Fea- 
tures smooth contours and rounded 
corners that make cleaning easy. 
It is rustproof, seamless, and will 
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WANT MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


not fade, chip, or peel. Available in 
sandalwood, copper or white. A 
matching cookie jar is also avail- 
able. Suggested retail for the No. 
2050 canister set is $5.98, and 





$2.49 for the No. 2051 cookie jar. 
Burroughs Mfg. Corp., Dept. HA, 
3550 Tyburn St., Los Angeles 65, 
Calif. 


Item 8 
33-piece power tool kit 


Ram Tool R300, % in. drill set, 
features drill with Jacobs geared 
chuck, multiple thrust ball bear- 
ings and 110V AC/DC Universal 
air cooled motor. Kit includes steel 
carrying case, 13 drill bits, four 
wood power bits up to 1 in. capac- 


ity and tap threading set. Other 
accessories are a 10 ft three-con- 
ductor extension cord, 232 page fix- 
it guide and plastic see through 
storage box with nuts, bolts and 
screws. List price is $44.95. Ram 
Tool Corp., Dept. HA, 411 N. Clare- 
mont, Chicago, Ill. 
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Item 9 
Four-unit sports pack 


Barr’s new sports kit contains 
a football, basketball, volleyball 
and baseball. It’s packed in a self- 
contained, carry-out display pack- 


age in gay colors. All the balls are 
made of high-quality rubber. The 
Jr. All-American Sports Kit re- 
tails for $1.98. Barr Rubber Prod- 
ucts Co., Dept. HA, Sandusky, Ohio. 


Item 10 
Cabinet Hardware Display 


Imperial finish cabinet hardware 
shown on this display is made of 
zinc alloy die cast metal with seven 
finishes of chrome, brass, copper 
and black, triple plated. The Im- 
perial finish is triple plated with 
underplates of copper and nickel to 
give moisture seal and permanent 
finish. The Foreline quality is a 
white and bright finish which does 
not finger mark and is resistant to 
salt spray. Trimline quality items 





include a new pull and offer chrome, 
brass and copper finish in com- 
petitively priced numbers. The 
same company makes the Yoder Air 
Horn for wheel goods and for 
marine use with tempered phosphor 
bronze reed to provide permanent 
tones. Yoder Mfg. Co., Dept. HA, 
1823 E. 17th St., Little Rock, Ark. 


Item 11 
Aluminum salt & pepper set 


This new salt and pepper set by 
Mirro is fashioned in aluminum. 
The salt shaker has a gray plastic 





base while the pepper shaker is of 
sturdy, black plastic. Both shakers 
have twistlock bases. Shakers are 
414-in. high and embossed for quick 
identification. No. 2473M sells for 
$1.50. Mirro Aluminum Co., Dept. 
HA, Manitowoc, Wis. 


Item 12 
Bailer plugs for boats 


Moeller’s Snap-Tite and Turn- 
Tite lines provide leak-proof and 
vibration-proof plugs that snap 
shut or open with ease, and stay 
in place indefinitely when locked. 
They’re made of marine brass and 
stainless steel with neoprene seal, 
and can be used in wood, aluminum 
and fiberglass boats. The Snap- 
Tite, for installation in an accessi- 
ble location, has a cam-action mech- 
anism and built-in plug adjustment 
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to meet variations in hole sizes. 
The Turn-Tite, used in hard to 
reach places, features an adjusta- 
ble plug controlled by a cross-pin 
type handle. Extension handles are 
available, with the standard handle 
being 26 in. long. Moeller Mfg. Co., 
Dept. HA, 2335 Durand Ave., Ra- 
cine, Wis. 


Item 13 


Chrome-plated power mower 


Supreme 21 in. Reo power mower 
includes impulse starter, shroud- 
shielded engine, handi-handle util- 
ity compartment and features the 
chrome - plated automotive steel 


deck. The Reo line offers eight 
other models, ranging from a low- 
priced utility to the Reo Rider. A 
reel-type mower will also be added 


to the line this year. Reo offers 
three factory warranties on rotary 
mowers. A lifetime warranty is 
given on crankshaft damage. The 
steel deck is also warranted for 
the life of the mower, and the Reo 
Raider engine and mower carry &% 


full year factory guarantee. Motor 
Wheel Corp., Dept. HA, Lansing 2, 
Mich. 


Item 14 
Plastic squeegie-scraper 

This new car windshield and 
window scraper has a 5%%-in. 
scraper and squeegie for the fast 
removal of snow, sleet, ice and mist. 
The power grind handle will chip 
through ice and speed removal. The 
squeegie feature on the new Flex-O 


makes the tool useable all year 
around. Flex-O is constructed of 
high-impact plastic in a choice of 
colors. Sinko Mfg. Co., Dept. HA, 
7310 W. Wilson Ave., Chicago 31, 
Til. 


Item 15 
Sharpening attachment 


Any electric drill, grinder, bench 
motor or flexible shaft can be con- 
verted into a sharpening tool with 


this dual-purpose accessory that has 
a 4, in. shank arbor attached. Two 
butting, fine grit stones have in- 
side center bevels to assure a cor- 
rectly angled, evenly ground edge 
for knives. Tapered outside nylon 
guide helps to do an equally accu- 
rate job on scissors. Attractively 
carded and kept fresh in a protec- 
tive bubble closure. Instructions 
and full guarantee are included. Re- 
tail list price is $1. Coastal Abra- 
sive and Tool Co., Dept. HA, Long 
Island City 1, N. Y. 


Item 16 
Quality brush assortment 


The Klearflo assortment of ox- 
hair blend brushes is designed to 
appeal to the demand of advanced 
amateurs who want special quality 
brushes for fine, clear finish work. 
There are six each of 1, 14%, 2, 2% 
and 3-in. clear polyethylene 
wrapped brushes. Long, slender 








modified beavertail handles have 
holes for convenient hanging. 
Maendler Brush Mfg. Co., Dept. 
HA, St. Paul, Minn. 


Item 17 
Live bait surf fishing reel 


This Ocean City 905 reel is de- 
signed for live bait fishing, jigging 
and surf casting. It features 4-to-1 
retrieve gear ratio, free spool and 
multiple-dise star drag. Has fluted 
plastic spool, oversize torpedo han- 
dle, constant mesh gears, oil retain- 
ing bronze bushings and spool ad- 
justment on both sides. Finish is 
black and polished chrome. Reel 
has line capacity of 300 yd No. 20 
monofilament or 200 yd of 9-thread 
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Want more details? Just circle item number on p. 73 


braided line. Same model available 
in aluminum, Ocean City 905M. 
Suggested list price of 905 is 
$13.95, and 905M is $14.95. True 
Temper Corp., Fishing Tackle Div., 
Dept. HA, Cleveland 15, Ohio. 


Item 18 
Low-priced drain auger 


This competitively priced drain 
auger features a one-piece boring 
head. It is made of high carbon 
spring wire and is packed in an 
attractive two-color package. Cobra 


drain augers are available in 8, 10, 
15 and 25-ft lengths. Cobra Prod- 
ucts Inc., Dept. HA, 10-10 50th 
Ave., Long Island City, N. Y. 


Item 19 

Hunting window display 
Marlin’s full color, fall hunting 

window or counter display is an 

eye catcher measuring 17 x 22 in. 

The unit has a jacket that holds a 

new folder with information on 
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Marlin 336 rifles and carbines. 
Fifty folders are sent with display 
and more may be ordered. Two 8% 
x 11 in. counter placards with easel 
present a facsimile of the front 
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cover of Marlin’s 1960 consumer 
catalog. Three streamers feature 
Marlin Premier pump shotguns, 
the model 99-DL and the model 
57-M lever action repeater cham- 
bered for the .22 magnum car- 
tridge. Marlin Firearms Co., Dept. 
HA, New Haven, Conn. 


Item 20 


Space ship with controls 


The Astro Base consists of a 
space ship with control panel and 
remote controlled, take-apart scout 
car. Machine gun noises and flash- 


the rocket fire button when enemy 
space craft, meteorites and satel- 
lites are seen on the viewing 
screen. Space lock switch opens 
space lock. Two space _ probes 
mounted on car can be fired from 
various settings. The toy is made 
of rigid poly base and has two 


heavy-duty carbon brush motors 
that operate on standard flashlight 
batteries. Ideal Toy Corp., Dept. 
HA, 200 Fifth Ave., New York, 
WT 


Item 21 
Light-weight outboard motor 


This 18 hp Silver Shark outboard 
motor weighs only 59 lb. It fea- 
tures easy-pull, low level recoil 
starter, sports car gearshift, sound 


absorbing fiberglass cover, stainless 
steel underwater parts, neoprene 
propeller cushion and dash light. 
Silver Shark line also available in 
12 and 25 hp models. West Bend 
Aluminum Co., Outboard Motor 
Div., Dept. HA, Hartford, Wis. 


Item 22 
Heavy-duty chain saw 


Here’s a heavy-duty chain saw 
with a 2-stroke, l-cylinder engine. 
The Pioneer 610 features Insto- 
Primer, which injects fuel into the 
firing chamber with a simple flick 
of the thumb. Construction is of 
aluminum alloy with a = super 
strength steel alloy tip for long 
wear and reduced friction. Chains 
come in four types: General pur- 





Now you can sell a high quality sprayer in the price range 
of a paint brush! For the first time your customers can 


make their own aerosol . . . match any color with an aero- 
sol... because they make the aerosol themselves, with 
Aero/Match Spray Brush! You’// increase your paint sales / 


Spray Gun Quality. Same fine atomization you get in 
spray guns retailing for up to $100. Active parts are all 


metal, not plastic. And they’re set in metal. Makes Spray 
Brush stronger, resistant to solvents that ruin plastics. 
More for Less. Aero/Match Spray Brush costs less, works 


better than all other small sprayers. Perfect, economical 
touch-up tool. Each power unit precision-sprays a full 


quart for exact color matching at the least cost! Easiest 

" sprayer to use. Loads and reloads in seconds. 
. 1001 Other Uses. Spray Brush does all those other spray 
jobs that high-priced spray guns do, with greater porta- 


bility. Sprays insecticide, weed killer, disinfectant, deodor- 
ant, window cleaner, polish, wax, stencil ink, etc., etc. 
Almost Sells Itself. Each Spray Brush packed in a hand- 


some display carton that takes only 6 inches of counter 
space, has instructions printed right on it. Ask your 


supplier for Spray Brush right away. 
YOUR PAIN T f- , fe DeMert & Dougherty, Inc. 


RETAIL 


5000 West 4ist Street 


‘oe ee Chicago 50, illinois 
4] | PRA NOTICE: A few choice territories still available 
! for Manufacturers Reps. and Jobbers. 
« PRAY 
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Hot new profit maker! Sprays everything! Fill the 
jar, press the Dutton—spray any liquid or powder 
mUliame-t-](-1@mr- [ale mm l0)e)0|-1amast-1a cl] op 


HARDWARE AGE, October 6, 1960 © 63 





‘agood line 
to hand 


~ 
» 
a 


Why do so many building supply and hardware dealers tag Griffin as 
*‘A Good Line To Handle?” 


Because—Griffin makes a product builders and architects respect; 
Griffin offers a complete line of hinges, straps and tee-hinges, screen, 
builder and industrial hardware; Griffin prices its product 
to offer the distributor a good profit; Griffin service is ex- 
ceptionally quick and dependable. Griffin Manufacturing 


Company, Erie, Pennsylvania. GRIFFIN HINGES 
Want more facts? Circle 127, p. 73 
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Want more details? Circle 


pose, or for soft, medium or hard 
wood. The cold rolled steel bow at- 
tachment shown designed for pulp 
woodcutting reduces bending, mini- 
mizes binding and prevents pinch- 
ing. Pioneer Chain Saws, Outboard 
Marine Corp., Dept. HA, Wauke- 
gan, Ill. 


Item 23 

Display for hammer handles 
Here’s a compact display for 

hammer handles that can be used 


on a counter or perforated wall 
board. Holds five each of 12 differ- 








ent Seal Brand handles. Display is 
free with purchase of the assort- 
ment of 60 handles. LaPierre-Saw- 
yer Handle Co., Dept. HA, Jackson, 
Mo. 


Item 24 

Heavy-duty builders’ saw 
Porter-Cable’s newly improved 

extra - heavy-duty builders’ saw 

handles any wood cutting job, plus 





Item number on page 73 


stone, metal or plastic. Designed 
for tough usage, it features double 
insulated motor windings, a tele- 
scoping guard to prevent jamming 
and dragging, and a wider blade 
guard. The model 528 saw is being 
introduced with a special on-the- 
job offer. Porter-Cable Machine 
Co., Dept. HA, Syracuse 1, N. Y. 


Item 25 
Low cost hose nozzle 


This low cost hose nozzle by La- 
fayette Brass, Model. No. A-4619, 
is 3-in. long and features solid 
brass post and coupling construc- 


tion. Positive shut-off and water- 
tight seal are provided by a Neo- 
prene rubber “O” ring and washer. 
The nozzle carries Lafayette’s 6- 
month consumer money-back guar- 
antee or replacement in case of 
manufacturing defects. Retails for 
59¢. Lafayette Brass Mfg. Co., 
Dept. HA, 409 Lafayette St., New 
York, 3, N. Y. 


Item 26 
Dial-top coffee maker 

This new Dial-Top Universal 
Coffeematic makes coffee brewing 
completely automatic by a new 
method of water control and dis- 
tribution. A dial on top of the 
cover includes a flavor selector 
with a choice of mild, medium or 
strong settings. Red light signals 
when ready. A reheat setting re- 


heats coffee without siocscsiii its 
strength. Completely immersible 
for easy cleaning. In chrome over 
solid copper, it holds up to eight 
cups. Suggested retail is $24.95. 
Landers, Frary & Clark, Dept. HA, 
New Britain, Conn. 


Item 27 
Spray can auto de-icer 


Union Carbide’s Prestone spray 
de-icer AS-241 melts frost and ice 
on car windshields, lights, locks 
and windows. Prevents inside glass 
fogging and keeps ice from form- 
ing for hours. The 16 oz spray-can 
can be used at below zero tempera- 
tures. Chemicals are harmless to 
car finishes. Free mass merchan- 
diser and striking counter display 
offered to dealers who order 48 


Suggested retail 
price is $1.95 per can. Union Car- 


cans of de-icer. 


bide Consumer Products Co., Dept. 
HA, 270 Park Ave., New York 17, 
N. Y. 


Item 28 
Gift-carded bicycle locks 


Slaymaker bicycle padlocks are 


available on gift cards for Christ- | —-= 
mas, birthdays, etc. The cards have | 
a minimum of copy, and feature | 





MAKES THE 


~ SPECIALTY” 
NAILS 


YOUR CUSTOMERS NEED 


/ One pani t ORDER CAN CAN 
/ One Salesman A, .---. 
¥ One Order Blank _— Prices! 


Here’s a sampling 


MAZE STORMGUARD 


[Strong Steel Nails Double-Dipped in Molten Zinc) 


) ROOFING 
STK. NO: RIO4A (ALSO SCREW AND PLAIN SHANK) 


WOOD SIDING 


STK. NO. $206A (ALSO PLAIN SHANK) 
INSULATING SIDING 
(11 STOCK COLORS) 
STK. NO. $245 {ALSO PLAIN SHANK) 
HARDBOARD 


STK. NO. S255S (ALSO PLAIN SHANK) 


——- METAL ROOFING—— 
COMPRESSED LEAD HEAD 


STK. NO. P223 .. . BARBED SHANK—B8RIGHT 
(ALSO RING SHANK) 


UMBRELLA HEADS 
(1-PIECE STEEL . .. HEAVY SHANK) 


STK. NO. RI34A (ALSO SCREW SHANK) 


INTERIO 
UNDERLAYMENT 
yemsesseernnseneraneREeSE > 


STK. NO. Fi42 
FLOORING 


(ALSO CASING HEAD NA 


DRYWALL 


STK. NO. Fé7 . HAND OR iD NAILS) DRIVING 


STK. NO. DBI 


POLE.TYPE NAILS 
— 4 caaesaase 


sn MASONRY 


STK. NO. H59S (ALSO PLAIN SHANK) 


ASK YOUR JOBBER... 
or write for details 


TO BUY MA?Z 


W.H. MAZE COMPANY 


PERU 5, ILLINOIS 
Want more facts? Circle 128, p. 73 
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gift motifs with a large “to-from” 
area. Available with the rustless 
alloy, laminated steel, and three- 
number combination. Slaymaker 
Lock Co., Dept. HA, Lancaster, Pa. 


Item 29 
Deluxe pruning shear 


This Ames lopping shear is for 
pruning shrubs, fruit and orna- 
mental trees; and cutting back 
hedges. Extra leverage is provided 
by the 22-in. Burntcote finish 


handle. Serrated hooked anvil holds 
branch for tool steel blade. Model 
LS20 retails for about $6.50. 
O. Ames Co., Dept. HA, Parkers- 
burg, W. Va. 


Item 30 
Trap line is expanded 


Animal Trap Co. has expanded 
its line with the addition of the 
No. 120 Victor Conibear Mink 
Trap. Designed to assure quick, 
positive killing, the Conibear is a 
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body-gripping trap that prevents 
wring-off and eliminates fur loss. 
A special wire trigger permits the 
trap to be easily baited for use in 
blind or water sets. Jaw spread of 


4% x 4% in. is for mink and other 
small animals. Animal Trap Co. of 
America, Dept. HA, Lititz, Pa. 


Item 31 
Pressurized penetrating oil 


Here’s a new pressurized pene- 
trating oil that frees nuts, bolts, 
fittings and rusted parts in sec- 
onds. Also lubricates and keeps 


m, « aoee ¥ 4 
: oe i. 
oe 


Spra-3-Solve | 


hand saws clean in_ operation. 
Packed twelve 3-oz cans to the dis- 
play carton. Retails for 69¢. A. W. 
Chesterton Co., Dept. HA, 3 Ash- 
land St., Everett 49, Mass. 


Item 32 
Aluminum thresholds display 


This combination display - mer- 
chandiser is for F. E. Schumacher’s 
line of aluminum thresholds. The 


display carton is packed with 24 
low regular threshr ‘s, 15 high rug 
high thresholds, awd three door 
seals. All three feature vinyl Seal- 
A-Door inserts. Display is free 
with purchase of thresholds. F. E. 
Schumacher Co., Dept. HA, Hart- 
ville, Ohio. 


Item 33 
Fully automatic can opener 


This BVI electric can opener is 
a built-in unit that opens cans of 
all sizes and shapes. It starts, stops 
and lifts can lids off automatically, 
and smooths the edges for safe han- 


dling. The unit has a white finish 
which can be painted to match any 
color scheme. Front of the unit is 
enclosed by a matching door with 


magnetic latch. Burgess Vibro- 
crafters, Inc., Dept. HA, Grayslake, 
Ill. 


Item 34 
Aluminum carpenter's vise 


Columbian’s No. 1655 aluminum 
carpenter’s vise, weighing only 2% 
lb, is ideal for home workshops or 
tool kits. The 5 x 5 in. jaws open 
31% in. to hold 2 x 4 wood securely. 
It can be clamped virtually any- 
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BUTCHER'S WAX 
$50,000 GIVE AWAY! 


FILL OUT AND SEND IN 
BLANK FOR FULL DETAILS. 


1,000 REGINA TWIN BRUSH 
FLOOR POLISHERS BEING GIVEN 
AS CONSUMER PRIZES! 


1,000 CASES OF BUTCHER'S 


| PASTE WAX BEING GIVEN AS 
DEALER PRIZES! 


CH AN f SEND FOR FREE DATA, TODAY! 
no eas Se 


b 
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ee YOU SELL 
THE Dainty Maid LINE ! 


SOLD ONLY BY 26 
s LIBERTY DISTRIBUTORS 
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A BASIC LINE 
OF PROVEN SELLERS BACKED 
BY THE BEST GUARANTEE 
IN THE TRADE 
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| where, and horizontal and vertical 


jaw faces hold work in any posi- 


| tion. Holes in jaws permit mount- 





‘ 
ing of wood faces if desired. Co- 
lumbian Vise & Mfg. Co., Dept. 
HA, 9021 Bessemer Ave., Cleve- 


| land 4, Ohio. 


Item 35 

Masonry expansion bolt 
Cram-it, Wej-it Expansion Bolt’s 

new rod hanger or wire-type ex- 

pansion bolt, can be inserted in 


concrete or other non-frangible ma- 
terial by hand. Made in a variety 
of sizes and available in all ferrous 
and non-ferrous metals. Wej-it Ex- 
pansion Bolt Co., Inc., Dept. HA, 
Kingston, N. Y. 


Item 36 
Alloy band saw blade 


The Starrett Alloy Band, a double 
carbide alloy band saw blade made 
for standard cut-off band saw ma- 
chines cuts 50 percent faster than 


carbon bands and enables close to 
maximum efficiency during opera- 
tion. The band cuts a wide range of 
metals including tough alloy steels 
and has improved hot hardness 
and abrasion resistance which per- 
mits using higher and heavier 
speeds. L. S. Starrett Co., Dept. 
HA, Athol, Mass. 


Item 37 
Squat style bar glassware 
Anchor Hocking’s Roly Poly bar 
glassware answers the demand for 
a distinctive yet economical squat 
style of bar glassware. Available 
in open stock in three sizes—No. 
3264, 4% oz cocktail, retails at 10¢; 
No. 3265, 9 oz on-the-rocks, retails 
at 15¢, and No. 3266, 12 oz high- 
ball, retails at 19¢. These items also 


available in 24-piece set, No. 
3200/3. Each set packed in white 
gift cartons, four sets to shipping 
carton weighing 44 lb. Set consists 
of eight cocktails, eight on-the-rocks 
and eight highballs, and retails for 
$3.98. Anchor Hocking Glass Corp., 
Dept. HA, Lancaster, Ohio. 





Item 38 
24 oz. bricklayer’s hammer 

This 24 oz Estwing bricklayer’s 
hammer has a long poll, enabling 
the mason to tap bricks, blocks, etc. 
It is a forged, one-piece head- 
handle of solid steel with Nylon- 


Vinyl deep cushion grip. 
molded to the steel handle, and will 
not loosen nor wear out. It ab- 
sorbs all shock. Hammer E3-24BL 
lists at $5.95. Estwing Mfg. Co., 
Dept. HA, Rockford, Ill. 


Item 39 
New packaging for light bulbs 


Westinghouse has introduced new 
packaging concept which uses a dif- 
ferent color for each wattage. The 
packaging will be used on the com- 
pany’s standard line of inside 
frosted light bulbs. The new pack- 
age contains two lamps. 
house Electric 


Bloomfield, N. J. 


Westing- 


Corp., Dept. HA, 


Item 40 


Open stock glassware 
Hazelware’s Golden Frost (left) 
has horizontal bands of white and 
gold for formal events, while the 
Golden Capri (center), ornamented 


j 
f 
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Grip is 


WRIGHTLINE 


GOES UP TIGHT! 


REVERSE 
TWIST 





BUILDS REPEAT BUSINESS! 


NETTING 


HOLDS ITS SHAPE — AND 


It's easy to understand why so many 


wholesalers and retailers prefer to 

stock and sell Wrightline Reverse Twist 
Netting. They know — and their customers will 
soon find out — that Wrightline Netting, with re- 
inforcing line wires, unrolls straight and flat and 
stays that way. It’s easier to use, too — goes up 
smooth and tight, has no sags or bulges and is 
galvanized before or after weaving to prevent 
rust. Here’s an item that you can depend upon for 
repeat business. 


WRIGHT WELDEDGE 
HARDWARE CLOTH 


Wright Weldedge Hardware 
Cloth is precison woven 
with flat wire selvages tight- 
ly welded to each filler wire, 
giving added strength, rigi- 
dity and uniformity of mesh. 
Made in a full range of sizes, 
heavily galvanized after 
weaving. Conventional loop 
selvage also available in all 


sizes. 


G. F. WRIGHT 


ieee 
* / 


WORCESTER 3, 


Industrial Wire Cloth 


Woven Wire Lath 


WRIGHT 
HEAVY NETTING 


Wright heavy hexagonal 
netting is in constant demand 
for baseball back stops, ten- 
nis courts, animal pens and 
hundreds of other uses. This 
high quality netting has 
even, uniform meshes and is 
galvanized to insure that 
bright, glistening finish de- 
sired by both dealers and 
consumers. 


STEEL & WIRE CO. 


MASSACHUSETTS 
Write today for catalog on these and other fine Wright Woven Wire Products 


Hardware Cloth 


Welded Wire Fabric 
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with lines of olive green and gold, 
is used informally. These patterns 
include a 2 oz whiskey, retailing at 
19¢; 3%4 oz cocktail, 5% oz juice, 
9 oz old fashioned and 10% oz hi- 
ball or water, each retailing at 25¢, 
and a 12 oz cooler, retailing at 29¢. 


The Woodcut (right), with salmon 
and gold designs, features the 334, 
5¥q and 9 oz glasses, each retail- 
ing at 15¢, and the 10% oz size, re- 
tailing at 19¢. Hazel-Atlas Glass 
Div., Continental Can Co.,. Dept. 
HA, Wheeling, W. Va. 





Sell the W S 
that help 
sell themselves 


Washers are one of Hardware’s 
oldest staple items .. . called for 
continually, profitable if moved in 
volume... but very little imagina- 
tion has been used in helping the 
Dealer sell them. 


You’d expect Wrought Washer, the 
world’s leading producer, to come 
up with a smart self-merchandis- 
ing package like Mil-Pac Twins. 
Yes, twin plastic tubes (red-topped, 
yellow-and-black holder) of lock 
washers and flat washers — two 
sales instead of one! 


Now you can merchandise washers 
to everyone who needs them... and 
everyone does... from counter or 
rack, and keep them up front. Top- 
quality merchandise, the best- 
known brand name in the business 

.. and a healthy profit on every 
sale. Stock up now. 


order from your jobber 


Ask your jobber to show you Wrought Wash- 
er’s other sales-minded packages; exclusive 
Klip-Pac, Assortments and Single Tubes, 
Standard Shelf Packs, Bulk Washer Containers. 


A WROUGHT 
WASHER wee.co. 


2108 SOUTH BAY STREET, MILWAUKEE 7, WIS. 
SHeridan 4-0771 « twx Mi 277 


WORLD'S LARGEST PRODUCER OF WASHERS 


WW/1/6061 /HP 
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Item 41 
Round faced traverse rod 


Newell’s No. 1292 Decorator trav- 
erse rod features cafe styling with 
round faced construction and New- 
ell Brite Brass Permanent Gold- 
Tone Finish. Features include two- 
way extension bracket, extension 


center supports, nylon pulleys, 
weighted pull cords, and self-cord- 
ing tension pulleys. Can be mount- 
ed on wall, ceiling or inside case- 
ment. Available in five extension 
lengths. Retails from $2.98 up. 
Western Newell Mfg. Co., Dept. 
HA, Freeport, Ill. 


Item 42 
Home and office ventilator 


This combination air filter and 
ventilator adjusts to fit windows 
20 to 35 in. wide and is available in 
7 in. (shown) and 13 in. heights. 
The pastel green urethane foam fil-- 
ter removes air-borne dirt, pollen, 
insects and drafts, and is also mil- 

















dew proof, non-allergenic, has no 
odor and will not disintegrate. The 
aluminum girder _ construction 
frame is strong, light-weight, rust- 
proof and slides smoothly to adjust 
to window size. Retail prices are 
$1.98 (7 in.) and $3.98 (18 in.). 
Safeguard Corp., Dept. HA, 1114 
N. Broad St., Lansdale, Pa. 





Item 43 
Pendulum action tank ball 


Jordan Enterprises’ new pendu- 
lum-action tank ball is for the re- 
placement market. It fits any make 
or style of tank without tools or 


adjustments. Called Shure Seale, it 
is individually packaged on a dis- 
play card. Retails for $1. Jordan 
Enterprises, Dept. HA, 42 Oak Hill 
St., Newton Centre 59, Mass. 


Item 44 
5-piece screwdriver set 


This five-piece interchangeable 
#4120 Oxwall screwdriver set now 
comes with rubber grip handle and 
in open face plastic packaging 
called the E-Z Hang-Up Kit. A 


staple on either side of kit prevents 
pilferage or fallout on retail coun- 
ter. Blades are hardened, tempered 
and nickel plated. Set retails at 
99¢. Ozwall Tool Co., Ltd., Dept. 
HA, 401 Park Ave. S., New York 
16. 


Item 45 
Musical birds for infants 


Kenner’s musical nursery birds 
toy is topped with a plastic bird 
house containing a _ spring-wind 


Swiss music box that plays Brahm’s 
Lullaby or Rock-A-Bye Baby. Seven 
colorful birds revolve and a fledg- 
ling rocks merrily on its perch atop 
the bird house. Birds are of 
smooth, washable vinyl plastic 
stuffed with soft sponge rubber. 
The non-marring support attaches 
easily to crib or playpen. List price 
is $6 with support and bird house 
available in yellow or blue. Kenner 
Products Co., Dept. HA, 912 Syca- 
more St., Cincinnati, Ohio. 


Item 46 
Comprehensive keying unit 


This new comprehensive keying 
unit is for use with any Kwikset 
keyed product. The unit contains 
all necessary parts for keying 
“400” line Locksets, Imperial Line 
locksets, cylinder deadlocks, En- 
trance Handle Locksets, mortise 
and night latch cylinders and the 
new Hotel-Motel Lockset. The unit, 
No. 1-270, features a partitioned 
plastic box with a diagram of the 

















MOVING FAST...MAKING MONEY! 


New SUN RAY Steel Wool Packs 


Newly designed! Excitingly colorful! Sun Ray’s handsome 
steel wool packs encourage self-service and impulse buying. 
And customers quickly discover helpful job information on 
every package—a sure sales clincher! These bright, new 
packs, plus Sun Ray’s 40-year reputation for highest steel 
wool quality, pay off big in sales volume. Many retailers 
report 4-time turnover ... up to 40% profit margin! Sun Ray 
stimulates your sales with consistent magazine advertising 
... supports you locally with helpful point-of-sale and direct 


mail aids! 


Order Sun Ray from your jobber today, or write for free 
literature to: THE WILLIAMS COMPANY, London, Ohio 
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TWIN PACK with 16 Layer-Built pads divides 
into two 8 pad packages. 7 grades, #0000 
to #3. 

3-IN-1 PACK holds 6 Layer-Built pads... two 
each of fine, medium and coarse grades. 
ONE POUND BULK TUBES, 7 grades, also 3 
grades of shavings. 
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contents on the lid. Also includes 
a leaflet showing the quantities of 
each part or pin contained in the 
box. Kwikset Div., American Hard- 
ware Corp., Dept. HA, 516 Santa 
Ana St., Anaheim, Calif. 


Item 47 
Ripple-edge steak knife set 


This new Russell steak knife set 
of six comes in an attractive wood- 
en block designed to conform with 


ives. The steak knife 
features a stainless steel, razor- 
ground Ripple-edge blade, mirror 
finish, and a new shaped laminated 
wood handle. The set is gift packed 
to retail for $8.95. Russell Harring- 
ton Cutlery Co., Dept. HA, South- 
bridge, Mass. 


Item 48 
Hammer-in fastening tool 


Ramset Fastening System’s 
Shure-Set hammer-in fastening tool 
meets needs of contractors in rug- 
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ged hammer-in work. The handle 
of the Shure-Set R-450 tool extends 
from the barrel, away from the 
striking surface, keeping the work- 
er’s hand away from the area of 
impact. The handle also enables 
workmen to set fasteners more eas- 
ily in hard-to-reach places. Retail 


price of the R-450 is $17.95. Olin 
Mathieson Chemical Corp., Dept. 
HA, 460 Park Ave., New York 22, 
ee OF 


Item 49 
Children's medicine chests 


Transogram’s Medicine Chests 
for boys and girls are packages 
with fully equipped doctor and 
nurse kits. Available in two sizes, 
they feature sliding doors and 
shelves. The chests have hanging- 


al 
pinta At AEE 


holes, and are wrapped in a protec- 
tive sleeve. The large size, 15 x 11 
x 4-in. sells for $4.98. The smaller 
size, 12°94 x 9% x 3%-in., retails 
for $2.98. Transogram Co., Inc., 
Dept. HA, 200 Fifth Ave., New 
York 10, N. Y. 


Item 50 
Economy prices paint remover 


Klean-Kutter is a new economy 
priced paint remover added to the 
Klean-Strip line. It’s a low-viscos- 


rast acrine 
Neods ng ooadeaiort | 
wast 


id ce 
ox he 
ter Gee 





aexoer® 


ity, fast-acting remover formulated 
to penetrate and dissolve and finish 
for easy removal. Requires no neu- 
tralizer or afterwash. Suggested 
retail prices are 60¢ for pints, 92¢ 
for quarts and $2.65 for gallon 
cans. Klean-Strip Co., Inc., Dept. 
HA, Box 10083, Memphis, Tenn. 


Item 51 
Quadrant for Dutch door 


Reversibility is a feature of the 
No. 56 Dutch door quadrant. One 
quadrant can be used on either 





right or left-hand doors. It will 
hold its positions to prevent rat- 


tling. Heavy assembly 
washer gives constant’ tens on. 
Extra heavy rivet gives added 
strength. Overall height and width 
is 4% in. Base plate is 2% in. x 
114%, in. Made in cast brass or 
bronze, machine polished in stand- 
ard finishes. H. B. Ives Co., Dept. 
HA, New Haven 8, Conn. 


spring 





Turn to p. 76 for new cost sav- 
ing store and warehouse equipment 





FREE CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 
postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 


Print name and address carefully. This special Post Office Box address is for Quick Check Postcards 
only. Address all other mail to HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna. 
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HARDWARE AGE BUYING CHECK LIST 


A quick, easy way to keep up to date 


» Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 
the largest listing of new items of any hardware magazine. 


> You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it easy 


for you to keep posted by using this Free Quick Check 
Postcard Service. 


> Circle the numbers on the card below that correspond 
with the numbers under the new items in this Buying 
Check List and under the advertisements. We will promptly 


forward your request to manufacturers and you will receive 
from them the latest information available. 


> Remember, with competition so strong, you must keep posted 
on everything that will help you do a better selling job. 
Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCAR 
D. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 
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vevcon: PTTL) 


2K tue epoxy “SUPER GLUE” 
Ue aa the dual-pur terial — 
plete lane of p J ‘0d b =e one paces 
home repair J | 


1 power for any repair — also, ideal 

; et He a for all porcelain and appliance 
for ever y oe repairs — hardens to a 
ie glossy white finish. 


ca com 


Plastic Steel 


the original epoxy repair 
material with over 
1,000,000 uses for permanent real rubber in semi-paste 
home, farm, auto, boat repairs. form for all kinds of 
Available in box or blister package. flexible repairs. 
Recommended where great 
strength is required. 


h a 
DEVCON § LIQUID ST DEVCON STEEL 
a uminumMm tag JY ge for quick, easy repairs to 


real aluminum in paste form — so See furniture, toys or any damaged 
immediate repairs right from the / > <Gam metal, wood, concrete or glass 
tube. Seals, fills, cavlks — = materials. Can be finished to any 

will not rust. metallic coloring. 


DEVCON’ 


Why stock a multitude of different types and 

NOW AVAILABLE! 

Here's the new compact, 

revolving Devcon Repair Center 

: offered FREE to you in 

single source of supply for proven quality , } combination with 24 packages of 

products. Devcon backs your sales efforts a : -i| famous Devcon repair materials. 

with extensive national advertising and J. : | Get in touch with your wholesaler 

publicity — LIFE, READER'S DIGEST, ete. — iy OF Be faclory for oll the facts on 
: -™ this self-service merchandiser 

that spurs impulse buying. 


makes of repair materials when the 5 Devcon 
Repair Materials will complete every home, 


auto, farm and boat repair job. Here is your 


as well as a wide variety of free sales aids. 


Visit us at Booth 428 


National Hardware Show 


Contact your wholesaler or write 


the factory erie : _ DEVCON OR ee 
on the Devcon profit package . . 4 
every ilem gives you a full Endicott street, Danve 


40% profit! 


~ ae 
Want more facts? Circle 134, p. 73 POURED PILLAR OF STEEL TRADE MARK 





BUYING CHECK LIST 


Cost Saving Equipment For Store And Warehouse 


Keep posted on this new cost saving equipment for store 
and warehouse. For more details circle number, p. 73 


Item 66 
Light-duty delivery trucks 


This new Corvair 95 is designed 
for lower cost, efficient transporta- 
tion in the local delivery and ser- 
vice fields. Powered by an 80-hp 
air-cooled Corvair six-cylinder en- 
gine and transaxle power unit 
mounted at the rear. Others are 
unit-frame construction, indepen- 
dent coil spring suspension at all 
four wheels, and almost equal load 
weight distribution between front 
and rear wheels. The Corvan panel 
delivery (shown) is 70-in. wide 
with an overall height of 68.5-in. 
Cargo space is 191 cubic feet with 


a payload rating of 1800 lb for a 
maximum gross vehicle weight of 
4600 Ib. Load area is accessible 
from the driver’s seat and through 
double doors at the right and rear 
of the vehicle. Left-hand doors are 


optional. Chevrolet Motor Div., 
General Motors Corp., Dept. HA, 
General Motors Bldg., Detroit 2, 
Mich. 


Item 67 
Store equipment catalog 


Add Sales Co.'s new 50-page 
store equipment catalog features 
over 500 items including self-ser- 
vice islands, wall fixtures, and a 
complete line of fixture hardware. 
Of special interest is the line of 
perforated hardboard and dia- 
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mond shaped metal shelving. A 
complete line of stainless steel glass 
binning is available for use with 
the shelving. Do-it-yourself items 
include standards and brackets for 
self-service islands. All items in 
the free catalog carry a dealer dis- 
count. Add Sales Co., Dept. HA. 
824 York St., Manitowoc, Wis. 


Item 68 
Narrow stile entrance unit 


Kawneer’s new popular size en- 
trance package, narrow stile 188, 
includes all-welded aluminum door, 
frame, and concealed overhead 
closer or automatic operator. Stock 
sizes of 3 x 7 ft or 3 ft 6 in. x 7 ft 
single doors and 5 x 7 ft or 6x 7 ft 


Pairs are avallabie. Standard Lrame 
is the Narrow Line 450 in 7, 10 
and 12 ft nominal heights. A va- 
riety of hardware and square, bev- 


eled or porcelainized glass stops is 
available. Kawneer Co., Dept. HA, 
Niles, Mich. 


Item 69 


250-ib capacity hand truck 


This M-W light duty truck is 
handy for handling cartons, bags 
and packages of all kinds. Deep- 
welded construction provides a one- 
piece frame for handling up to a 


250-lb load. It has smuvovth-rolling, 
ball-bearing wheels fitted with 6 x 
2:00 zero pressure tires. M-W, Inc., 
Dept. HA, 204 Jefferson St., Wash- 
ington, Mo. 


Item 70 
Three-tiered gift gondola 

The 5 x 2% ft bottom tier of 
M&D’s new Gift Gondola has a 


clear white formica deck with 
ebony black trim. The two top 





tiers are % in. thick crystal giass 
shelves supported by metal sup- 
ports. The center shelf adjusts to 
16 different pvusitions along two 
notched uprights. The unit as- 
sembles without tools, and has 
leg levels to keep it even on any 
floor surface. M & D Store Fiz- 
tures, Inc., Dept. HA, 3540 Wil- 
shire Blvd., Los Angeles 5, Calif. 





“All Florida houses 


have five sides” 


—Bill Mitchell 
Mitchell Hardware, Inc. 
Homestead, Florida 


Weather Foil colored aluminum roof paint 


opened new “fifth side” market... reports dealer 


“While many Florida homes have tile roofs, [ oe ss ast ue Co at as “5 a 
those covered with other materialscanhave | ROEM semmnannincrase © Pisses As ee 
their life expectancy doubled or even tripled yf n - Veather “= 

with one coat of Weather Foil Colored Alu- fa 4 - FOL 

minum Paint,” writes Bill Mitchell, of Kia 4 34 . ge 

Homestead, Florida. ss a . ve gi ror Roors 





“This is the Sunshine State, and roofs 
have found it out. But Weather Foil reflects 
the sun’s heat, effectively lowering under- 
roof temperatures. In addition, it preserves 
and beautifies, stops leaks immediately. 
We’ve found a big source of new business 
in the millions of square feet of roof surfaces 
within a short radius of our store.” 


Hundreds of dealers today are enjoying 
new business with colored aluminum paints 
like Phelan’s Weather Foil. Made with 
ALcoa® Pigments, these brands display the 
famous ALCOA label. Coatings like Weather oe h 

nes elan’'s 

Foil are ideal for most roofing and siding E Phelan’ 
surfaces—asphalt shingles, slate, tile, “That fifth side—the roof—often rw h k; 
metal, tar paper, stucco, cement and cinder 44nds most of our paint atten- eat er (| 
bl % There’ . d h € beautiful tion,’’ reports Roy Cuppy, asst. : 

oo MSS Rh Weer Caen ea mgr., shown (right) with Henry 4 


metallic colors. Sirmans, salesman for Phelan- 


ALCOA does not make roof coatings, ane . ate fine rated 

. Uu Uu . 

but we will be happy to refer youtorepu- ailey-Milam, Inc., Miami, distrib- 
table manufacturers who do. Send coupon = ytes Weather Foil throughout 


for our informative booklets. most of Florida. 





Aluminum Company of America 
1744-K Alcoa Building, Pittsburgh 19, Pa. 


Please send your free booklets: 
[] Painting With Aluminum 
[_] Aluminum Roof Coatings Make Time Stand Still 


Watcoa atuminum 





A PIGMENTS, PASTES AND POWDERS 


Name__ 


every Tuesday evening—ABC-TV 


Company 


Address 


| 
| 
| 
| 
| 
| 
| 
For exciting drama watch ‘Alcoa Presents’”’ 7 
| 
| 
| 
| 
| 
| 


City__ _Zone___ State 
Want more facts? Circle 135, p. 73 
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=< Double Barreled 
for PROFIT - 


- POPULAR POPULAR 
hg A As advertised in POST LI FE screNCE MECHANICS 


y ce towed mae eon ... give him Stanley tools .. and see! 


” -_ . - . 
) Heavy-Duty 
Sabre Saw 


STANLEY 
ELECTRIC “= 


ha 


7 
Oe of The Stontey Works of Canada Ute 
mitten Onts 





FREE MERCHANDISE OR SAVINGS FOR YOUR CUSTOMERS 


7 blades worth $4.90 FREE with H75 Sabre Saw! e $5.00 OFF on H131 

1%," Drill! e $2.65 combination rip/crosscut blade FREE with H268 Builders 

Saw! e $3.00 OFF on brand-new H634 Bench Grinder—with 2 grinding 

wheels and tool rests! e Two packs of sanding sheets worth $1.00 FREE 


. 
with the H37 Finishing Sander. reaching a 


PROMOTIONAL AIDS audience of 


CO-OP ADVERTISING 
SUPPORT 


The Saturday Evening . 
A generous allowance to help you 


promote these Stanley Electric PO ‘ ' 4 


Tool specials to your customers. = 





in g me Nut PNY | 
ie Mi, 4) } 

ih if 4 hit 
bel aT iy 
ih rt “ 
ie f y mi 


bit aL 
"PIGS 


f 
f 


2. af 

ey Quelise 
on 
itll, at 


Ey 
5 va 


COLORFUL GIFT PRICE 
CUIDE STUFFERS CARDS AD MATS (1 & 5 columns) 4-color spread in 


ELECTRIC TOOL CHRISTMAS SPECIALS December 3 issue 


NUMBER ITEM 





DEALER COST REG. LIST CHRISTMAS SPECIAL 
H75 Sabre Saw $32.87 $46.95 * 

H1i31 Y%”" Drill 13.97 24.95 $19.95 

H37 Finishing Sander 24.47 34.95 * 


H268 64%” Builders Saw 38.47 54.95 ‘ , We on a rete age igs Soe 
H634 Va hp Bench Grinder 32.87 49.95 , 











*Free merchandise as listed above 


Want more facts? Circle 136, p. 73 
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Christmas Tool Promotion 


MINDED DEALERS 


ee POPULAR POPULAR 
As advertised in POS i LI FE SCIENCE MECHANICS is 
“*g ie ‘\ 
ee . give him eehey eo an se! \ii 9 - 

%. : ; ‘ 


en HAND 


Camo Are 


with \ Se 
each of \ \ Hemmer 
these tools— r 
f . 
yeti = “. year subscription 


to “WORKBENCH” 
magazine 


Workbench 1, 


STANLEY TOOLS = i Handy Keyhole Saw 








PROMOTIONAL AIDS 


Colorful ENVELOPE STUFFERS featuring 
Hand Tool Specials . . . Christmas AD , 


MATS in 1 and 2-column sizes . . . Re- (Gua 
movable MULTI-COLOR SLEEVE WRAPS \} " 


ready-to-buy to stimulate gift-giving sales! 
3 i 000,000! FREE ...'2 year subscription to ‘“‘WORKBENCH” 


Magazine with purchase of any Christmas 
Hand Tool Special 


HAND TOOL CHRISTMAS SPECIALS 
X10 DEALER UNIT 








DEALER REG. 
NUMBER ITEM cosT LIST 


CALL YOUR STANLEY 
POPULAR xsTHs a 


2 Steeimaster Hammers $3.50 $5.25 WHOLESALER TODAY ! 
xsciy, w/s 2 Camp Axes (with sheath) §.13 7.70 Get complete details on Stanley’s 
H i (NCE x175C 2 Keyhole Saws 2.33 3.50 


X233H 2 Spiral Screwdrivers 3.33 4.98 eters Mesces me Christmas 
x4 1 Smooth Plane 7.33 11.00 romotion. Or, write Stanley 
2.page spreads in X700 1 Woodworker's Vise 5.00 7.50 Advertising Services Dept., 3810 
December issues Each tool individually gift packaged with removable sieeve. Elm St., New Britain, Connecticut 
X10 UNIT... Dealer Cost: $40.93 RETAIL VALUE: $61.40 fOr any additional information you 

(All items also available from open stock) need. NOW IS THE TIME TO ORDER. 














ERICA BUILDS BETTER AND LIVES BETTER WITH STANLEY 
oe N L t Tis fomonn trademark distinguishes over 20,000 quality products of The Stonley Works, New Britain, Conn.—hand tools * electric 


mages ° hag ap hardwore ® industrial hardware © drapery hardware * automatic door controls © aluminum windows * stempings 
ings * coatings * strip steel * steel strapping—made in 24 plants in the United States, Canada, England and Germany. 
REG. U.S. PAT. OFF. CANADIAN PLANTS: HAMILTON, ONTARIO AND ROXTON POND, P. Q. 


Want more facts? Circle 136, p. 73 
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You can combine bargains with 


surprise to move reduced items 


Here’s an idea that appeals to the curiosity 


in customers; makes fast sellers out of dogs. 


A solution to the problems of 
overstocks and slow movers in 


the gift department is a “grab 
bag” box. This device is used in 





OU ELLER 
YOU 


NYLON-Reinforced 
BRAIDED COTTON 


Has 25% more tensile strength! 


PLANET 


CLOTHESLINE 


T-MAKER: 


Highest quality made in the low price line 
Less stretch, longer life 

Customer-attracting, self-selling packages 
40% Profits Plus 100% Customer Satisfaction! 


PURITAN CORDAGE MILLS, INC. 


Louisville, Kentucky 


“World’s most complete line of cordage products”. 


Want more facts? Circle 137, p. 73 
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Customers find it hard to resist this 
clever bargain bin. 


the gift department of Ladd’s 
Hardware, Pueblo, Colo. 

“We have sold as many as 500 
packages at 98¢ in 60 days,” says 
Cal Ladd, one of three brothers 
who operate the big shopping- 
center store. 

“The idea is particularly effec- 
tive during the Christmas season 
when we suggest to people that a 
bit of extra spice can be added to 
Christmas gift-giving by leaving 
the packages unopened and simply 
delivering them as surprise gifts 
to recipients. They are already 
gift-wrapped, of course, and the 
giver can enjoy the surprise on 
opening them, as well as the per- 
son who receives them.” 

Another advantage of the grab 
bag system is that it keeps Ladd’s 
giftware department completely 
free of slow-movers which would 
have to be marked down and dis- 
played on a bargain table. 

Mr. Ladd has never liked the 
appearance of clearance displays, 
feeling that they take something 
away from the prestige of the de- 
partment. Offering bargains on a 
grab bag basis instead lends some 
extra excitement to a shopping 
trip to the store. 

The Grab Bag box is a large 
carton, covered with holiday gift- 
wrapping paper, and signs which 
suggest gifts for weddings, Christ- 
mas, birthdays, anniversaries, 
house warmings, and similar gift 
days. 

Other signs point out that the 
grab bag items, priced at 98¢ con- 
tain values ranging all the way 
to $5.98. 


Want more facts? Circle 138, p. 73 > 











IAMALLOY_ 


m 4’ tol6” 


<a 


- DIAMOND” 


i,” ore 


Actual 
Ve 
Size 
From the handy little 4-inch Ignition Plier, 
shown life size above .. . to the versatile 16-inch, 


the biggest Groove-Joint Plier made... the 
Diamalloy plier line represents the same fine 
quality long known in Wrenches bearing the famous. 
Diamond and Diamalloy trade marks 

Available from your hardware wholesaler or 
industrial supply distributor. New W-24 

toh fol lole Mel lolol met -talmelama-zeRUL-5 3) A & HL112P 


DIAMOND TOOL and HOrseshoe (, 


DULUTH, MINNESOTA « TORONTO, ONTARIO #P®Q 
ESTABLISHED 1908 v g 


€ 





The most profitable 4 square feet in your store! 





TRADE MARK ) ‘ 


the complete line of paint sundries! [ ime repair and (3 


decorating needs 





You get easier paint-sundry sales because this de luxe 
merchandiser puts every product in view—builds self- 
service sales and profits fast. Single nearby source keeps 
your inventory at peak efficiency. Place one order— 
save on freight costs. Full 40% profit every sale—rapid 
turnover, too. 


New Dexall products are distributed by The Sherwin- 
Williams’ Co., Cleveland. Acme Quality Paints, Inc., 
Detroit. John Lucas & Co., Inc., Philadelphia. W. W. 
Lawrence & Co., Pittsburgh. The Martin-Senour Co., 
Chicago. The Lowe Bros. Co., Dayton. Rogers Paint 
Products, Inc., Detroit. Write your nearest distributor 
for details. 





DESHLER PRODUCTS, INC., Deshler, Ohio 
Want more facts? Circle 139, p. 73 





See-through divider can hold 1000 fishing lures 


Just 10 or 12 square feet of wire 
fencing can give you display area 
for a full line of fishing lures, while 
permitting cross-vision in your 
sporting goods section. 

This effective mass display idea 
has been tested with success at 
Kay & Sullivan Hardware, Donel- 
son, Tenn. 

The store framed a 2 x 6 ft hank 
of hardware cloth in % in. pipe 
upright along the middle of a gon- 
dola in its sporting goods section. 
Customers can still see what’s hap- 
pening in the next aisle, but lures 
are now shown to fullest advantage. 

Dealer Billy Kay estimates a lure 
capacity of 700 to 1000 samples in 
sight and in reach of average- 
height customers later in the year 
when the season approaches. 

The steel pipe frame holds vari- 
ous fishermen’s devices which lend 
themselves to clamp-on display. 
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New Dexall Patching Paste New Dexall Wood Bleach 3 New Dexall Hold-Tite Glue 
— Ready-mixed, smooth- §& — Fast working, easy to — Tremendously strong 
finish, spackling com- > use — for fine furniture white glue. All-purpose, 
pound. } refinishing dries clear. Squeeze bottle. 


New Dexal!l Glazing Com- New Dexal!l Wood Patch — 
pound — For wood or Actual wood, nonshrinking, 
metal sash. Remains elas- in paste form. Six natural 
tic, will not crack. wood colors. 





New Dexall Tack-Rag — New Dexall Preparite — New Dexal! Anti-Rust Lu- 
One wipe picks up dirt and Liquid sanding aid quickly ' bricating Oil — Aerosol- 
dust. Marvelous aid to fine cleans and dulls enameled packaged, high-quality oil 
painting and varnished surfaces. for hard-to-reach places. 


Want more facts? Circle 139, p. 73 


Round display is traffic 





builder for pots ’n pans 


Here’s a profitable, novel display idea for dealers 
handy with tools. 

Cookware volume has almost doubled since the man- 
agement of Burton Hardware, Sulphur, La., began 
displaying cookware on a special round multi-shelved 
fixture just inside the store. 


The display has increased volume in the pot’n pan <— 

, . prone an il hee 
line, has helped attract more women to the house- » 4 } $$ Fo 
wares section, says S. E. White, manager. 


The special fixture is about 7 ft in diameter and 


contains four shelves. Each shelf recedes, with the The fixture stands directly in front of the main 
widest at the bottom. 


entrance, so that few women come in without seeing 
and handling items on display. 

Many stop and shop, as indicated by the increased 
volume since the display was erected. 

“We check the display every day to see that the 
shelves are filled, and that the display is dust-free 
and inviting,” Mr. White explains. “We have been 
There is a cap atop the four-tiered fixture about a agreeably surprised that good quality cookware still 
foot in diameter. Mr. White invariably displays a can be sold so successfully simply by suggestion 
large item such as a cake cover in this spot. through an unusual floor display.” 


There is ample space on the four circular shelves 
to display the entire line of the featured brand of 
cookware. Most customers shop directly from the dis- 
play, and as fast as stock is removed from the shelves, 


duplicate items are brought from stock for replace- 
ments. 
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electronic air freshener, 


deodorizer & dry vaporizer 
works like magic ... sells like magic! 
U.L. and A. M.A. approved 


Every home, office, shop, hospital... 
everyone, everywhere, is your market 
for multiple sales on the fabulous new 
Cory Genii. It kills and neutralizes all 
odors ... healthfully refreshes the air 
and leaves a pleasant scent. Contains 
T-T-G to control mildew and air-borne 
bacteria. No wicks to fool with—no 
messy sprays ...completely non-toxic. 
You also profitably sell refills in Pine, 
Spice, Floral, or Cedar at only 49¢ each. 


Portable or mounts on wall. 
Complete with one deodorant block 
and gift-packed to retail at $4.95 


to ty A], ( a) (70) Story 
CORY CORPORATION 

Went more tacts? Circle 140, p. 73 
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L ottore 





from Hardware Age Readers 


Water filter demos 


Dear Editor: 

Please send any information you 
can on water filter demonstrations. 
We believe that there was an ar- 
ticle about this in one of your is- 
sues this year, but we have not 
been able to locate it in the issues 
we have. 

Sincerely, 
Joe B. Fowler 
Oneonta Hardware Co. 
Oneonta, Ala. 


Editor’s note: The article was pub- 
lished in the Jan. 14 issue. We're 
sending you a set of tear sheets. 


No giant cards 
Dear Editor: 


We are constantly amazed at 
your appreciation of the problems 
of small town stores and other 
hardware dealers. 

Your May 5, editorial on p. 8 
again struck home. The “giant 
cards” you mentioned used for 
small items (and low priced), is 
most ridiculous. To use them would 
prove the dealer is as out of pro- 
portion as the high-salaried pack- 
aging expert who designs them. 

Irvin Chapman 
Chapman’s 
LuVerne, Iowa 


Not forgotten 
Dear Editor: 


I may be gone, but please do not 
forget me. Here’s a check for re- 
newing my subscription. I thought 
my wife sent you a check a month 
ago. 

If I didn’t receive HARDWARE 
AGE, it would be like losing an old 
friend. I have been receiving the 
magazine for many years. Gregg 
Brothers started business in 1888 
(while the blizzard was buzziny 


around) and one of the brothers 
was my father. 

I started with Gregg Bros. in 
1910, half time in school and half 
time in the store. After 1925 it was 
just my father and I. He became 
inactive a few years after, got hit 
by a bus, and died last year at the 
age of 91. 

Gregg Bros. grew to be the 
largest 100 percent hardware store 
on Staten Island. Last year, with 
the burdens of the change of the 
times, help, etc., I had a chance to 
rent our store for 20 years. I did 
so. Then I had a heart attack, spent 
six weeks in bed and I now spend 
my time around hardware stores 
helping out the beginners. So keep 
sending HARDWARE AGE. 

Yours truly, 
Ray Gregg 


155 Barlow Ave 
Staten Island, N. Y. 


Editor’s note: It’s always pleasant 
to hear from a real old timer. No, 
Mr. Gregg, you're not forgotten. 
Your issues will keep coming. Good 
luck to you. 


The dealers’ battle 


Dear Editor: 


HARDWARE AGE has always been, 
and still is, an excellent publica- 
tion. I have read this trade paper 
for many years, since 1935 to be 
exact, when it was furnished to me 
by Buhl Sons Co. of Detroit. 

You have fought the battle for 
the independent hardware store, 
and you have fought it very well 
indeed! 

H. F. Horton 
“One time Hardware Man’”’ 
1205 Ist St. 
Menominee, Mich. 


Editor’s note: ... and you may be 
sure we will continue this battle in 
the future. Thanks for your note. 





NO OTHER 
REEL MOWER 
IS PUT TOGETHER 
WITH 
SUCH CARE 








































































































QUALITY TELLS 
QUALITY SELLS 


Your customers can feel the quality built into every 
Homko mower ...in the magnificent design, the superb 
craftsmanship, the advanced features! That's why 
Homko quality mowers sell on sight . . . and why 

you'll have more satisfied customers when you Carry 
the complete 1961 line of Homko power mowers! 











WESTERN TOOL & STAMPING COMPANY 
2725 Second Avenue * Des Moines 13, lowa * Dept. HA-2 


Mail this coupon for information on the complete Homko quality line 
and news about the unusual “‘HOMKO HOEDOWN” promotion. 


Name_._ 


Address 


City a MEER State 


SEE US AT BOOTHS 788-792, NATIONAL HARDWARE SHOW 
Went more facts? Circle 141, p. 73 
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How to beat price cutters? It 


takes quick, thoughtful action 


Scores of dealers in every state have learned 
to out-maneuver local discount competition. 
Even in the smallest of communi- 


ties, price cutting is a plague on 
hardware stores. 


Too many dealers, however, give 
up in desperation when price cut- 
ting whittles away on their sales 











THERE IS NO OTHER 
DOOR CLOSER LIKE THIS 


ILLINOIS 
GLIDRAULIC 


PATENT PENDING 











iT iS FILLED WITH 
HYDRAULIC FLUID... 
not air! Sealed for a lifetime. 


MORE POWER 
AGAINST THE WIND... 
No slam! No bang! 


NEVER A BOUNCE... 
NO HEEL CATCHING... 
always a gliding close. 


























POSITIVE DOUBLE NEVER REQUIRES 
LATCHING POWER... ADJUSTMENTS... 
Pulls door tight! 




















HEAVIER ROD 
FASTENS TO DOOR... 


anywhere, anytime. better pulling power 
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GUARANTEE 
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SAME CLOSING ACTION RANTEE 
AS IN COMMERCIAL... INSURANCE.. 
Expensive closers. 


ALL STEEL HEAVY 
DUTY PARTS... 
with Baked Enamel Finish. 


p= 
NEW! NEW! 


GLIDRAULIC MODEL 10 GLIDRAULIC MODEL 15 
for Storm and Screen Doors for 1%” - 1%" Jaliousie and 
up to 1%" thick.. retail $595 Hollywood Doors. retail $595 


NEW! 


GLIDRAULIC MODEL 20 
designed for interior doors in 
offices, homes, schools, etc. 
Similar to Models 10 and 15. 

retail $795 
Write now for catalog and specifications 


THE ILLINOIS LOCK CoO. 


Manufacturers of Cabinet Locks, Padlocks and Glidraulic Closers. 


301-11 W. HINTZ ROAD ¢ WHEELING, ILLINOIS 
Want more facts? Circle 142, p. 73 
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volume. Yet, dealers have tools that 
can combat the inroads of price 
competition. 

Here are some headlines you can 
use in advertisements, and store 
signs pointing up the advantages 
of buying at fair prices. Accom- 
panying each slogan below are ex- 
planations of the basic idea: 


""Remember—you get only what you 
pay for" 

This is the theme one dealer sells 
to his customers while local price 
cutters are in action. He stresses it 


in newspaper and spot radio adver- 


tising, by direct mail, and in actual 
person-to-person selling. 

The average customer is a lot 
smarter than he is given credit for. 
He may be forgetful, but basically 
he can grasp a logical idea and ap- 
ply it to his buying. 


"You can't get something 
for nothing" 


This is a truth customers have 
been taught since childhood. You 
have to keep reminding customers 
of this. Price and quality are not 
necessarily related. But you have 
to remind the trade about these 
things and keep right on remind- 
ing them. 

Tell customers about the extra 
services they receive from your 
store that the price cutter cannot 
offer. That is advice from a num- 
ber of experienced dealers. Many 
services have been made so much 
a routine of business that even 
the most thoughtful dealers some 
times forget about them. So do 
customers. 

Today’s customer is quite willing 
to pay for extra services. But he 
has a bad habit of forgetting about 
them when the price cutter starts 
screaming about bargains. 

Extra services are possible only 
when a dealer obtains a legitimate 
profit on sales, and this is seldom 
obtainable through price cutting. 


"You're not just buying 
merchandise’ 

This is one dealer’s advertising 
slogan. With the declaration he lists 
all of the store services that go with 
every sale, few of which are offered 
by price cutters. 


"What about after you buy?” 
This is the question you can put 





Hg TANDARD™ 


2” STRAP 
HINGE 


“STANDARD” carded hardware 
attracts customers... 
boosts impulse sales 


“Standard” carded household hardware, on counter or 
peg board, sells itself! It commands attention, presents a 
forceful visual sales message . . . permits the customer to 
try all moving parts. 


Besides saving valuable personal sales time, “Standard” 
hardware is easy to price . . . simple to stock. All parts and 
screws are packaged securely on an attractive 3-color card. 





It will pay you to “Standardize” on 
the original line of carded hardware 
complete with screws—the "Standard” 
line. A-1186A 


“Standard” Roto-Rack holds 
41 fast turnover items 


Yasd2 en ciby Metal Products Company 
Shelby, Ohio 


Want more facts? Circle 143, p. 73 
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GRAPHITE 


205 Graphite has never been 

improved on for forming a protective, 
lubricating, low friction film impervious 
to heat, cold and moisture. Penetrates 
smallest cracks ... wears in... not out! 


“ase lots of 1 and 5 pound packages; 
25 pound drums. Prices and 
information on request. Ask your 
wholesaler or write us today. 


Wholesalers’ inquiries invited. 


GP-283-1 


THE UNITED STATES GRAPHITE COMPANY 


DIVISION OF THE WICKES CORPORATION, SAGINAW 9, MICHIGAN 
Want more facts? Circle 144, p. 73 





GROTE 
CABINETS 
HAVE 


Q (I: 
—— 


bine 


BUILT LIKE A GROTE CABINET 





This phrase has come to mean graceful ~~ | 
lines and lasting beauty... that “extra touch | 
of glamour” so necessary for a quick , / 
sale! Why settle for less when it costs no 

more to have the very best. Let Grote’s |; 
S. A. go to work for you. 





ti up 


seaiatenabbtes sicies see CO., INC! 
State Rt. #7, P. 0. Box 766 NMS, Madison, Indiana « CR: 2109 296 


“Cates (| PPEAL | 
Want more facts? Circle 145, p. 73 
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How you can beat out 
local price cutters 


(Continued ) 


to customers in combating the 
price cutter. Pointing out how the 
small type in price cutting ads of- 
ten states that “all sales are final’ 
is powerful ammunition. 

When you sell any item of mer- 
chandise, you can point out that 
you guarantee that item. You can 





COPPERHEAD 


add that you will be in business 
three months and three years from 
now to carry it through, and that 
the sale is never final until the cus- 
tomer is completely satisfied. 

The average customer wants such 
assurance on big-ticket goods, and 
is smart enough to appreciate that 
it usually cannot be guaranteed by 
the price cutter. But he has to be 
told, and told often. 

Sell buying comfort. Shoppers 
long ago demonstrated that they 
are willing to pay for such things 





SM el-mrodelh anil r-t-teolela, 


Fastener line that 
offers you: 


GUARANTEED SALES! 
EXTRA HIGH PROFITS 
66% to 82% 


WOONONA SCONN SOON SOON NNN NAL 


GUARANTEED 


as shopping comfort, convenience 
and courtesy. 

Sell the store reputation. Years 
of legitimate business operation 
build a reputation that reaches out 
over a wide area. Even if a cus- 
tomer has never purchased from 
you before, this reputation may be 
known to him and means some- 
thing. Cashing in on a well founded 
reputation always helps combat 
price cutters who cannot make such 
claims. 

Price cutting often means hid- 
den inferiority. Hardly a customer 
exists who hasn’t found how true 
this is at one time or another. The 
top quality item, in appearance 
only, usually has hidden flaws that 
come out very soon. 


“That bargain may look the same, 
but seldom is" 


This truth offers the dealer a 
sound approach in advertising and 
selling against the price cutter. 
Eagerness to obtain a big value may 
sometimes lead customers to lose 


sight of this important fact. You 
have to keep telling the trade that 
no one can sell something for noth- 
ing. 


een f+ ene ee SS * O° Gat © CaP +See Se “See ae eee © ee ewe ae ee 





The Copperhead line is guaran- 
teed to sell. if after 90 days you 
aren't completely satisfied with 
the sales results return all or any 
part of the remaining stock and 


an eee Gt. 
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you will be fully reimbursed. 
You can’ t lose. 


NYY MV VV Wy \\ \ \ V\ fitit 


OITA AARP R IRN ALNIKKIC 


WKH IKI KICK IKK IK 


THE ONLY COMPLETE MASONRY FASTENER DEPARTMENT— 


YOUR COST—ONLY $60.90 


Each of the 27 items in the Cop- 
perhead line is packaged in a 
blister or skin pack for self ser- 
vice. Every package is complete 
with screws, necessary tools and 
instructions. A real sales aid. 





The entire Copperhead line may 
be displayed on an attractive, full 
color merchandiser. This mer- 
chandiser is FREE. it may be 
used as a counter or island dis- 
play—or panels detach and may 
be hung on your wall or peg 
board. 


Let this silent salesman take over 
your education and selling job. 


" 
w 
SRRPOSR ES 
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BAB APE CE 





Stability of a dealer’s business 
never should be overlooked in such 
a selling battle. The customer who 
wants a guarantee made good, de- 
sires to obtain a replacement or an 
addition, or other follow-up will be 
out of luck at many discounters. 
The customer has to be reminded 
of this constantly, and particularly 
when a price cutter is featuring 
high priced lines. 

Sell harder. When a price cutter 
springs up you are suddenly pre- 
sented with a new element in com- 
petitive merchandising that _ re- 
quires greater selling than ever be- 
fore, not less. Sitting back and de- 
ploring the operations of the “cut- 
throat” is an invitation to others 
to come in and do the same thing. 
Action is the answer. 

“T’ve always been able to make 
headway against price cutters,” one 
dealer says, “because when they 
start their stuff I really cut loose 
with every selling technique I’ve 


Sure I'm interested in the Copperhead Line. Send 
complete details. 


learned. And I do it fast. 

“Price cutters can be beat by ag- 
Name gressive selling. We have to realize 
Address___ their threat calls for harder selling 
City than we have ever done before, and 
Jobber we have to do something about it 
in a hurry.” 


CHICAGO 
47). be) 10), 10) a OP 


Since 1890 —The originators of the 
expansion bolt 














1326 W. Concord Place, Chicago 22, Ill. 
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Theyre UTE. Tools by Wood 
THE WOOD SHOVEL & TOOL CO., PIQUA, OHIO 


Want more facts? Circle 147, p. 73 


Woods 
Rakes 
Save 
Aches... 


and pull in a pretty profit 
for you! 


Wood’s BF36 Leaf Rake 
— that’s the big one with 
the yard-long 36” head — 
makes one sweep do the 
work of two. Gets you 
through autumn leaf rak- 
ing with half the work in 
half the time. 36 spring 
Steel tines sweep clean. 
It’s one of the TRU BLU 
tools by Wood. On-their- 
toes wholesalers have it. 
You should, too. 


_ ews 
eannge”? Mm 


ee 


ow 


Wood's BF6 Shrubcomb, 


only 6” wide, gets under shrubs 
and hedges. Display it for im- 
pulse sales, and plus sales with 
other rakes. 





<<. 


a 


ae 


\ 4, 
rie WDE «02 
18” and 20” 


Unusually long life. Freedom from service delays and expense. Finest 

grass cutting results. Extremely safe in operation. Easy handling. 

Quick-set height cutting adjustment. Convenient handle mounted 

throttle control. Briggs & Stratton 2'/2 HP. 4-cycle motors with recoil 
starters. 


THE aildin LINE 


19” and 21” 


Close trimming. Easy handling. Peak 
cutting efficiency. Quick-set height 
control. Convenient handle mounted 
throttle controls. Engineered for 
maximum safety. Two piece handle 
adjusts to height of user. Dependable 
Briggs & Stratton 4-cycle motors with 
recoil starters. 19” model 2 HP - 21” 
2'/4. HP. 


EDGE’N TRIM 


It's an edger. It's a trimmer. Stand up 

control of alll operations. Easy to handle. 

Handle mounted throttle controls. Saves 

hours of time and back-breaking labor. 

Briggs & Stratton 2'/2 HP 4-cycle engines, 

with suction feed, chokamatic carburetion 
and recoil starters. 


It will pay you to investigate the COOPER 
LINE and learn how you can make your 
power mower business show a healthy 
profit at the end of the selling season. 
Write TODAY for full information and 
informative literature. 


Guilt for those whe Want the Seat 
COOPER MANUFACTURING CO. 


409-411 S. FIRST AVE. MARSHALLTOWN, IOWA 
* : : { «4 [ >. . 
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NEW! } 
Skil DeLuxe Shrub & Grass Shear, Skil Heavy-Duty Shrub & Grass Shear, 
Tete [=] Merex memezalhy $3495 fete [-] Mey-4: Peeve hy WW, eke 
No. 25173 Roller-Handle $5.00 No. 21247 Roller-Handle $5.00 , 
“4 | Xx 
a 
—e 
oe w : 
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Clips flush to walls 





AIL ANNOUNGES NEW LAWN& J 





This new Skil Lawn and Garden line has everything you 
need for real turnover and bigger profits. 

Both Shrub and Grass Shear models incorporate Skil’s 
revolutionary new scissors-action blade that can’t throw 
stones or dirt, for truly safe operation. Both Hedge Trim- 


mers have a full 14'%” blade with foliage gripping, 
scalloped teeth to cover more area, cut cleaner and faster. 
And now Skil offers you two lower price Deluxe models to 


NEW! Full 50% mark up, new lower price models, new 


broaden your market even further, with an easy step-up 
to the Heavy Duty models. 

But that’s not all. Now Skil gives you a full 50% mark up 
on all four models in this fast-moving, competitively-priced 
line. Your profits are even bigger when you purchase the 
new 3-Ft. Profit Center Display (see right). Don’t miss 
this real money making opportunity. Call your Skil 
wholesaler today! 


Want more facts? Circle 149, p. 73 





E. NEW! Skil 
“si LAWN & GARDEN 
PROFIT CENTER 


NEW! 13 
Skil DeLuxe Hedge Trimmer, ‘ | 
Kole l=] oye eemelala $3495 


SKIL 


Py 7am UW & GARDEN 


POWER TOOLS 7 
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— Skil Heavy-Duty Hedge Trimmer 
ae Model 513—only $A A495 
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PROOF OF PROFIT 


on Skil No. 22508 Lawn & Garden Profit Center 


Description 


H. D. Shrub & Grass Shear 
H. D. Hedge Trimmer 
Deluxe Hedge Trimmer 
Deluxe Shrub & Grass Shear 
Roller Handle (for No. 529) 
Roller Handle (for No. 531) 

| H.D. Shrub & Grass Shear 

| H.D. Hedge Trimmer 


GARDEN LINE! 


mee NHN 


| Profit Center Display 


——— 


sales-making display! | Total 60 | $216.46 
Your Regular Cost-tools and display $276.40 
See new ShiL Line, Booth 38, National Your Special Cost (over 36% Profit) $216.46 


Hardware Show, New York, October 10 to14 | Your Profit (with 57% Markup) $123.14 
Pius $50.00 Display 


| 


... Stlling Dirda day with Caderuhip 


LINE 
Want more facts? Circle 149, p. 73 
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WILLIAM PATRICK 
NOONE will celebrate his 
; 3 60th year as owner and 
tf | "ae ~=manager of Noone Hard- 
= ware, Jennings, Kansas, 


For General Use sell on April 8, 1961. Mr. 


y eS | Noone opened his hard- 
RIiFEEIb = ’ 7 < > 4 , ware store in 1901. In ad- 


oe : ae *,°* in hi 
Heavy-Duty | | “ dition to managing his 


hardware business, Mr. 


Pipe Cutters 


Factory tested for perfect 
tracking, here’s their best cut- 
ter buy for hand use. Extra- 
long shank protects threads, 
gives fast, easy adjustment. 
Large handle for sure grip... 
more leverage. Strong, special 
malleable frame won’t bend 
or warp. You'll also sell the 


Noone served on the Board 
of County Commissioners 
of Decatur County from 
1908 to 1917. He was a 
representative of Decatur County in the Legisla- 
ture for eight years, and served as a member of 
the board of education in the Jennings Conso!i- 
dated Schools from 1922 to 1935. Mr. Noone is 


Salm Wide-Roll Cutter aided in running his hardware store by his wife. 


that tracks perfectly at high 
power-drive speeds, and the 
RIGAaID 4-Wheel Cutters, 
that give quick, clean cuts in 
tight places with only quarter 


turns. ae ROBERT L. HAWKINS, 
en ae chairman of the board of 

For Tubing and Thin-Wall Conduit Empire Varnish Co., Cleve- 
land, Ohio, has completed 

8 sell 50 years in the paint busi- 


RPickeib ness. Mr. Hawkins began 


his career in paint in 1910, 
seen Tubing Cutters after 12 years in the cloth- 
tive o1zes 


tor Ve’’ to 4” A | Exclusive fold-in reamer on ing business, by investing 

: Nos. 10, 15 and 20 protects in what was then the Ohio 

pation pact een Varnish Co. of Cleveland. 

thin bled vant ~< catch. While treasurer and sales 

clean cuts. Rollers smooth manager, he invested in 

tubing ready for soldering. the Empire Varnish Co., 

Be er ne sub yond - € and in 1916 incorporated it as The Empire Var- 

habdide-nebak wlanen. nish Co., Mr. Hawkins was president. In 1953, Mr. 

Hawkins became chairman of the board. Mem- 

bers of Mr. Hawkins’ family in the business in- 

clude his son who is executive vice-president, and 

his nephew who is president. Mr. Hawkins has 

served as president of the Cleveland Paint, Var- 

nish and Lacquer Assn., and is associated with 

the Cleveland Community Fund. He is a member 

of the Masonic Order. Mr. Hawkins’ hobbies are 
fishing and traveling. 


There's a fast-selling RITZAID Cutter to 
save time on every job. Order from your Wholesaler today! 





Want more facis? Circle 150, p. 73 
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No. 500 


This colorful. new all-molded seat adds a 


new decorator touch to the bath. The seat fy K A rU RE | H IS 
A 


eUavemalialelom-le-mat-lcelaliale merellela@mal-h ai maleiam-lale 


deep because the color goes clear through BEAU | [FU L NE \ \ 
- 
, Glossy Seat ; 


dal -meleia-le]i-m-b aee-Gr-3eeelalem oiI-E-jile 


Surface is nick-proof, wear-resistant FAS! SI I l ING SEA I 
smooth. Feels.like satin, wears like iron gs cue. ‘ 


) 
\ Tc mantel iel=le Mmallalel-Mmor- lalale) @moleladele(- Mam el a-T-1. 
rust or mildew Enthusiasti h t e 
Available in six sparkling decorator colors ntnusiastic snopper-acceptance, 

blue, green, pink, yellow, white, and black nationwide, is setting new sales records 
Colors match exciting new House & Garden 

colors. Entire seat installs with new ease 

tits all standard fixtures. Strong—durable 

ors bh an 0 MOA -T- [a Deelol-110) ¢- Mania Mmm 1 6) 0-1-1 e-lalel-mmr-lale 

salelel-i¢-1¢-mElaMmelel-}Ce. ma-l0la- mn -t- 11-0 ME -1a10)0)01-18- 


Tels beauty are vVaiuve 


AOVERTISED tn 


THE TWO TOP SEALS FOR ADDED SALES 
Only Town & Country is endorsed by bot! 
Parents and Good Housekeeping—the tw 
most powerful “selling seals for greater 
volume and profits. Add to this the impact of 
advertising in LIFE! It's no wonder Town 4&4 
Country seats are the best recognized 
America—the easiest to sell 





COLUMBUS, MISSISSIPPI 


Want more facts? Circle 151, p. 73 
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Convention Calendar 





conventions 


shows 


conferences 








October 


9-14 Annual Hardware - Houseware 
Fair of the U. S., New York. 

10-14 National Hardware Show, New 
York, N. Y. 

16-19 Atlantic City Convention of 
American Hardware Manufac- 
turers’ Assn.—National Whole- 
sale Hardware Assn.—National 
Assn. of Sheet Metal Distribu- 
tors. 

23 Wm. L. Blumberg Co., Inc., 
Christmas & Gift Show, Brook- 
lyn, N. Y. 

24to Cotter & Co., Semi-Annual 

Nov. 4 Convention, Fishing Tackle & 
Spring Goods Show, Chicago. 

25-26 M. S. Young & Co., Fall Mar- 
ket, Allentown, Pa. 

30 to Hardware Wholesalers, _Inc.. 

Nov. | Annual Convention and Mer- 
chandise Show, Fort Wayne, 
Ind. 


November 
3-5 Montana Hardware & Imple- 
ment Assn., Billings, Mont. 
13-15 Mid-America Lawn, Garden & 
Outdoor Living Trade Show, 
Chicago. 
18-20 Retail Paint & Wallpaper Dis- 
tributors of America,  Inc., 
Trade Show, Atlantic City. 


January 


8-10 Hibbard, Spencer, Bartlett & 
Co. Annual Convention of True 
Value, Auburn, Associated & 
Buh! Sons Dealers, Evanston, Ill. 

15-17 Ace Hardware Corp., Annual 
Convention & Exhibit, Chicago. 

15-18 Pennsylvania & Atlantic Sea- 








Convention Check List 


For complete details about the conventions listed by dates below use 
the alphabetical listing following this quick check list. 


board Hardware Assn., Phila- 
delphia. 

16-18 Minnesota Retail 
Assn., Minneapolis. 

16-20 National Housewares 
Chicago. 

22-24 Albany Hardware & Iron Co.., 
Dealer Show, Albany, N. Y. 

22-24 Intermountain Assn. of Hard- 
ware & Implement Dealers, Salt 
Lake City, Utah. 

22-24 Pacific Northwest Hardware & 
Implement Assn., Spokane, 
Wash. 

22-24 Texas Hardware & Implement 
Assn., Houston, Texas. 

23-25 United Hardware Distributing 
Co., Annual Stockholders’ Meet- 
ing & Merchandise Show, Min- 
neapolis. 

South Dakota Retail Hardware 
Assn, Sioux Falls, S. D. 
Mountain States, Hardware & 
Implement Assn., Denver, Colo. 
Oklahoma Hardware & Imple- 
ment Assn., Oklahoma City, 
Okla. 

Illinois Retail Hardware Assn.. 
Honolulu, Hawaii. 
Louisiana-Mississippi Retai!| 
Hardware Assn., Jackson, Miss. 
Indiana Retail Hardware Assn., 
Indianapolis. 

North Coast Retail Hardware 
Assn., Inc., Seattle, Wash. 
American Hardware Supply 
Co., Merchandise Fair, Pitts- 
burgh. 


Hardware 


Exhibit, 


February 
5-6 Nebraska Retail 
Assn., Lincoln, Nebr. 
5-6 Tennessee Retail Hardware 


Assn., Nashville, Tenn. 


Hardware 


§-7 Virginia Retail Hardware Assn. 
Roanoke, Va. 

5-8 Ohio Hardware Assn., 
land, Ohio. 

6-7 Wisconsin Retail Hardware 
Assn., Milwaukee, Wis. 

7-9 C. Y. Schelly & Bros., Inc., An 
nual Spring Show, Fairgrounds 
Allentown, Pa. 

8 Connecticut Hardware 

Hartford, Conn. 

12-13 Arkansas Retail Hardware 
Assn., Little Rock, Ark. 

12-13 Tri-State Hardware & Imple 
ment Assn., Amarillo, Texas. 

12-14 California Retail Hardware 
Assn., San Francisco. 

12-14 Kentucky Retail 
Assn., Louisville, Ky. 

12-14 Michigan _ Retail 
Assn., Detroit. 

12-15 lowa Retail Hardware Assn. 
Des Moines, lowa. 

12-15 Our Own Hardware Co., Spring 
Convention, Minneapolis. 

15-16 Piedmont Hardware Co., Gen- 
eral Trade Show, Danville, Va. 

19-21 West Coast Hardware & 
Housewares Show, Los Anaeles 

19-21 New England Hardware Deal- 
ers Assn., Boston. 

20-22 Western Retail Implement & 
Hardware Assn., Kansas City 


Cleve- 


Assn. 


Hardware 


Hardwore 


Mo. 
21-23 Hardwore Assn. of the Caro- 
linas, Charlotte, N. C. 
26-28 West Virginia Hardware Assn. 
Huntington, W. Va. 
27 to New York State Retail Hard 
Mar. | wore Assn., Syracuse, N. Y. 


March 


7-9 Alabama 
Assn. 


Retail Hardwore 
Birmingham, Ala. 








National Events 


Annual Hardware-Houseware Fair of 
the United States, Oct. 9-14, Barbi- 
zon-Plaza Hotel, New York. Al- 
bert Schroder, Barbizon-Plaza Ho- 
tel, 106 Central Park South, New 
York 19, general manager. 


Atlantic City Convention of the Amer- 
ican Hardware Manufacturers’ 
Assn.—National Wholesale Hard- 
ware Assn. — National Assn. of 
Sheet Metal Distributors, Oct. 16- 
19, Atlantic City, N. J. Headquar- 
ters Dennis and Shelburne Hotels. 
Arthur L. Faubel, AHMA secre- 


94 e HARDWARE AGE, October 6, 1960 


tary, 342 Madison Ave., New York 
17. Thomas A. Fernley, Jr... NWHA 
managing director, 1900 Arch St., 
Philadelphia 3. 


National Hardware Show, Oct. 10-14 
Coliseum, New York City. Spon- 
sored by National Hardware Show, 
Inc., 331 Madison Ave., New York 
17. Frank Yeager, managing direc- 
tor. 


National Housewares Exhibit, Jan. 
16-20 Exposition Hall, Chicago. 
Sponsored by National Housewares 
Mfrs. Assn., 1130 Merchandise 
Mart, Chicago, 54; Dolph Zapfel, 
secretary. 


Retail Paint & Wall Paper Distribu- 
tors of America Convention & 
Trade Show, Nov. 18-20, at Atlantic 
City Convention Hall. Hotel head- 
quarters at Traymore Hotel. Dee 
Belveal, 8131 Delmar Blvd., St. 
Louis 30, Mo. 


Regional Events 


Ace Hardware Corp., Chicago, An- 
nual Convention and Exhibit, Jan. 
15-17, at Conrad Hilton Hotel, Chi- 
cago. 


Albany Hardware & Iron Co., Dealer 
Show, Jan. 22-24, at company of- 
(Continued on page 99) 
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‘Years ago when I was just learning the trade, I started with Bethlehem nails. And 
I've been driving ‘em ever since. Learned from t':e fellows I worked with that cheap 
nails are no bargain when the heads fly off, and they won’t drive straight and true.”’ 
Bethlehem nails are packaged in sturdy 50-lb, ‘‘easy-to-tote’’ cartons. Complete 


range of sizes, styles, and finishes: bright, blued, cement-coated, and galvanized. 


You can get speedy de''very on dependable Bethlehem products: nails, staples, 
farm fence, barbed wire, steel fence posts, baling wire, merchant wire, bolts and nuts. 


Call our nearest sales office today ...or your regular distributor. 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 


For strength 
Export Distributor: Bethlehem Steel Export Corporation 


». economy 
. versatility 


BETHLEHEM STEEL 


Want more facts? Circle 152, p. 73 





s here... 
G-E Electro Lumi- 


...1¢ pays for months ~ 


And here’s why this exciting General Electric Nite Lite is 





NO BULB, COOL TO TOUCH — THIS NEW “MIRACLE” LIGHT SOURCE sia RNR ge 
glows all over with soft, green, just right light. It lasts up to 30 times longer 4 1-3 9 
than bulbs — takes only a fraction of the electricity: 1¢ pays for months ee sna 
of use. 
Went more facts? Circle 153, p. 73 
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the new 
-nescent Nite Lite 


~ and months of use 


bound to be one of your best and biggest profit-makers! 


# 
He, : 


G-E PLUS NO. 2: YOU CAN HANG THIS 
NEW G-E NITE LITE ANYWHERE. You 


G-E PLUS NO. 3: THIS NEW G-E NITE 
LITE HAS SWIVEL PRONGS. it fits 


G-E PLUS NO. 1: IT PROVIDES EXTRA 
OUTLETS! This new General Electric 


Nite Lite has three outlets around its 
edges, so that you can plug in lamps, 
appliances or extension cords. 


don’t have to move furniture to plug it 
into an outlet. Just hang it up like a 
picture; connect with extension cord. 


page ee sg ee 
a aes EO Eee 


a5 


meer ce 


cramped-up outlets where other lights 
won't go — mounts either flat, or out from 
the wall. Hangs up, too. 


BE AN EARLY-BIRD profit-maker. Order 
a big stock of new G-E Electro Lumines- 
cent Nite Lites today. General Electric 
Company, Wiring Device Department, 
Providence 7, Rhode Island. 


Progress /s Our Most Important Prodvet 
GENERAL @@ ELECTRIC 


Went more f -ts? Circle 153, p. 73 


HARDWARE ACE, October 6, 1960 * 97 





in 
-PROFITS 
PERFORMA 
-QUALIT 


C : 
FUEL om piLTER 


NDaRD MOP 


GENERAL'S: FILTERS || Gia 


The biggest name in fuel oil filters makes possible 

the biggest opportunity to step up your profit 

margin and still provide your customers with the 

biggest satisfaction in heating efficiency. Easy 

: RIGHT ae for you to carry—two sizes fit all plants. Quality 
AA in lifetime cast iron and steel construction. Effi- 
HUMIDIFIER Soot Remover ciency in wool felt cartridges. Added profits in 


Exclusive “MOISTURE-MATIC” seasonal cartridge replacements. 


design is completely trouble chambers in any kind of fur- Ask your Jobber for these General Filters Products 
free. No float to stick. Corrosion neces and water heaters. Wil 


free pan. Lifetime diaphragm. not damage nozzles or ports. CZENERAL FILTERS - INC. 


Guaranteed one year on parts. Cuts heating bills up to 25%. 
43800 GRAND RIVER AVENUE . NOVI. MICHIGAN 


Instantly cleans flues and fire 








Want more facts? Circle 154, p. 
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A good pair of team-mates to dis- 
play and sell together. Each has great 
eye-appeal and is beautifully pack- 
aged — together they cover most 
fishing needs, are easy to sell. Long 
life and sturdy performance are built 
in by AIREX, America’s oldest 
maker of Spinning Tackle. 


IMPALA — easy to sell, easy to use. 
Has all of the features of the high 
priced models but priced for volume 
sales. All metal, beautiful Epoxolite 
finish. List $12.95. 





LARCHMONT — exclusive quadrant 
Brake, 2 different size spools to hold 
200 yds. of 6 Ib. test line or 200 yds. 
of 10 lb. test line. Handsome gold 
Epoxolite finish. 


List (with 2 spools) $32.50. 


Unconditionally Guaranteed by 


» AIREX 


Division of The Lionel Corporation 


IS East 26th Street, New York 10, N. Y. 
Want more facts? Circle 155, p. 73 
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(Continued from page 94) 


fices, Broadway at Arch St., Al- 
bany, N. Y. 


American Hardware Supply Co., Mer- 
chandise Fair, Jan. 30-31, at com- 
pany offices, 14 Terminal Way, 
Pittsburgh, Pa. 


Wm. L. Blumberg Co., Inc., Christmas 
& Gift Show, Oct. 23, at company 
offices, 1133 Manhattan Ave., Brook- 
lyn, N. Y. 


Cotter & Co., Semi-Annual Conven- 
tion, Fishing Tackle and Spring 
Goods Show, Oct. 24-Nov. 4, at com- 
pany offices, 2740 Clybourn Ave., 
Chicago. 


Hardware Assn. of the Carolinas 
Hardware & Housewares Show & 
Convention, Feb. 21-23. Hotel head- 
quarters at Charlotte Hotel, sessions 
and exhibits at Radio Center Audi- 
torium, Charlotte. Martin F. 
Kaelke, Box 6215, Charlotte 7. 


Hardware Wholesalers, Inc., Annual 
Convention and Merchandise Show, 
Oct. 30-Nov. 1, at company offices, 
Nelson Rd., Fort Wayne, Ind. 


Hibbard, Spencer, Bartlett & Co., An- 
nual Convention of True Value, 
Auburn, Associated and Buhl Sons 
Dealers, Jan. 8-10, at 2201 Howard 
Ave., Evanston, Ill. 


Intermountain Assn. of Hardware & 
Implement Dealers Convention, Jan. 
22-24. Hotel headquarters and ses- 
sions at Hotel Utah, Salt Lake City. 
Leon L. Weeks, 308 Bank of Idaho 
Bldg., Boise, Idaho. 


Mid-America Lawn, Garden & Out- 
door Living Trade Show, Chicago, 
Nov. 13-15. Navy Pier, Chicago. 
Frank Yeager, 331 Madison Ave., 
New York 17, managing director. 


Mountain States Hardware & Imple- 
ment Assn. Convention, Jan. 24-26. 
Hotel headquarters and sessions at 
Cosmopolitan Hotel, Denver, Colo. 
Francis W. Reich, Box 73, Boulder, 
Colo. 


New England Hardware Dealers’ 
Assn. Convention, Feb. 19-21. Hotel 
headquarters and sessions at Stat- 
ler-Hilton Hotel, exhibit at First 
Corps of Cadets Armory, Boston. 
Chester C. Putnev, 665 Boylston 
St., Boston 16. 


North Coast Retail Hardware Assn. 
Convention, Jan. 29-31. Hotel head- 
quarters and exhibit at Olympic 
Hotel, Seattle, Wash. Martin W. 








GOOD NEWS certer from 


MOTHER WANTS TO KNOW 
HOW YOUR BUSINESS IS! 


She says it ought to be very good if you're handling the 
complete line of our products. If you aren’t . . . then it's 
your own fault and she says that you’d better get on the 
ball right away. 





NEW LOCK-it and 
Darn GOING GOOD 


Our new nut, bolt, and screw sealant... 

and the new all purpose fabric mender 

are welcome additions to your fix-it coun- = 

ter. Both are receiving plenty of publicity Duna 

in newspapers and magazines. Make sure - s . 

you have them in stock ready to sell. Oe '¢ its} 
i 


-~ 


Cordially, ‘ SEAL A NT = A697 
Vw , 


Sales Manager and Son-in-Law 


We always leave POU... is the only mother-in-law approved line. 
my mother-in-law 
holding the bag. 


ORDER FROM YOUR JOBBER OR WRITE 


THE WOODHILL CHEMICAL CO. 


“Originators and world's largest manufacturers of Plastic Aluminum” 
1390 East 34th Street Cleveland 14, Ohio 
Want more facts? Circle 156, p. 73 
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Now... 


Now, your profit line of quality garden tools can be Ames 
all the way! And, remember, with Ames, orders are 
shipped from one plant, all at one time. 


Garden Tools « Shovels « Casual Furniture » Metal Housewares 


O. AMES CO. PARKERSBURG, WEST VIRGINIA 


Want more facts? Circle 157, p. 73 





for 
over 
75 years 


McGILL 


ava rat TRAPS, 


and RAT 


Ay = K PREFERRED 


the Mec 


Over 75 years of customer preference at- 
tractively packed in this convenient, self- 
service 2-PAC. Eye-appealing, buy-appeal- 
ing, pre-priced two for nineteen cents, and 
transparent package are proven traffic 
stopper features. Easy dependable, four-way 
trigger action build customer satisfaction. 


ALSTEEL 2-PAC 


This attractive, nickel- 
plated Alsteel 2-PAC 
sells itself. Easy and safe 
to set, sanitary ejection 
plus fast, dependable 
action features trap 
more sales. 


GEM TICKET PUNCHES 


A quality pressed steel 
nickel-plated punch with 
knurled handles at a 
popular low price. Avail- 
able with six assorted 
dies and three round 
dies. Pre-priced card 
attached. 


McGIL 


MARENGO ° 


METAL PRODUCTS 
COMPANY 
BS Ss cean’ 


Want more facts? Circle 158, p. 73 
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Danko, Route 12, Box 109, Fife 
Square, Tacoma, Wash. 


Our Own Hardware Co., Spring Con- 
vention, Feb. 12-15, at company 
offices, 618 N. Third St., Minne- 
apolis, Minn. 


Pacific Northwest Hardware & Imple- 
ment Assn. Convention, Jan. 22-24. 
Hotel headquarters and sessions at 
Davenport Hotel, Spokane, Wash. 
J. Malcolm Smith, 303 Empire State 
Bldg., Spokane, Wash. 


Pennsylvania & Atlantic Seaboard 
Hardware Assn. Convention, Jan. 
15-18. Hotel headquarters, sessions 
and exhibit at Sheraton Hotel, 
Philadelphia. J. Wayne Tisdale, 
3820 Walnut St., Harrisburg, Pa. 


Piedmont Hardware Co., Annual Gen- 
eral Trade Show, Feb. 15-16, at 
company display room, 554 Crag- 
head St., Danville, Va. 


C. Y. Schelly & Bros., Inc., Allentown, 
Annual Spring Show, Feb. 7-9, at 
Agricultural Exposition Hall, Fair- 
grounds, Allentown, Pa. 


Tri-State Hardware & Implement 
Assn. Convention, Feb. 12-13. Hotel 
headquarters, sessions and exhibit 
at Herring Hotel, Amarillo, Texas. 
R. B. Allen, 1409 Fourth Ave., Can- 
yon, Texas. 


United Hardware Distributing Co., 
Minneapolis, Annual Stockholders’ 
Meeting and Merchandise Show, 
Jan. 23-25, at Minneapolis Audi- 
torium. 


West Coast Hardware & Housewares 
Show of the Pacific Southwest Hard- 
ware Assn., Feb. 19-21, at Great 
Western Exhibit Center, Los An- 
geles. Otto H. Grigg, 1519 S. Gar- 
field St., Los Angeles. 


Western Retail Implement & Hard- 
ware Assn., Feb. 20-22. Hotel head- 
quarters at President Hotel. Ses- 
sions and exhibit at Municipal Au- 
ditorium, Kansas City. J. Keith 
Melvin, 638 W. 39th St., Kansas 
City, Mo. 


M. S. Young & Co., Allentown, Fall 
Market, Oct. 25-26, at New Agri- 
cultural Hall, Fairgrounds, Allen- 
town, Pa. 


State Events 


Alabama Retail Hardware Assn. Con- 
vention, Mar. 7-9. Hotel headquar- 
ters at Tutwiler Hotel. Sessions 

(Continued on page 105) 





AMERICAN MADE 
TO 
AMERICAN 
STANDARDS! 


JEFFERSON 


Stocks the World's 
Largest Supply of 


SOCKET SCREW 
PRODUCTS 








Immediate Shipment! 
DISTRIBUTOR'S DISCOUNT 
Without Minimum 
Stock Requirement! 


C= 
tH 


SOCKET HEAD 
CAP SCREWS 
{ALLOY AND 

STAINLESS STEEL) 





\y 


HEXAGON KEYS 
AND KITS 


SOCKET SET SCREWS 
{ALLOY AND 
STAINLESS STEEL) 














SHOULDER SCREWS 





f 


ct 


==Seee 


SOCKET 
PIPE 


FLAT HEAD PLUGS 


SOCKET CAP SCREWS 








BUTTON HEAD 
SOCKET CAP 
SCREWS 





Write for 
64-page Catalog today. 
Try us on your next rush order! 


JEFFERSON 


SCREW CORPORATION 
691 BROADWAY * NEW YORK 12, N. Y. 











SPring 7-8400 
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Zinsser shellac finishes t6r: 
a convenience-minded public 


. 210°eSSER ow tt 


i em we +008 > oo 4 he or 
— M ee an. F 


Lay N PRIMER- 
oe » SEALER© — rimes, 
“seals and kills 


ES Ptalaids all in one - 


“coat, saves hours 
of painting time, 
dries ready for fin- 


'. ish coat in 45 min- 


at 
a 


utes. 


er RS 


Tair Ashe tha all- 
in-one-day finish 
that gives natural 
or stained wood 
paneling a waxed, 
hand-rubbed look 
~ without rubbing 
or waxing. 


ee as 56 Fae retage is D cpa 
coe | ie GS es eis Ze: 
tae ge ig me Sea ® 


BULLS EYE® SPRAY 
SHELLAC — the all- 
purpose clear 
spray. Use for 
worn floor areas, 
stair treads, arts 
and crafts. Ideal 
for sealing plaster 
patches. 


- Rigs " 
Oe ae | : 
a DO naa tke ae tae 
¥ 2 ; > 


READY-TO-USE 


SHELLAC—in wide- © 


mouth cans. No 
thinning. Full in- 
structions for 
home user on the 
container. 


- AND FOR PROFIT-MINDED DEALERS: sold only through paint and hardware stores. 
rieee items fair-traded for your protection. Superior shelf life 
» problems. + BACKED by national advertising in AMERICAN HoME, PorpuLaR ScIENCE and 


AMERICAN PAINTER AND DECORATOR «+ 


- your consumer trade. + FULL Rietacpaiias 4 on containers . 


. reduces inventory 


FREE “How-To-Do-It” Folders available for 


. save your selling time. 


WM. ZINSSER & CO. 


Offices and Factories at 


516 West S9th Street, New York 19, New York 
319 N. Western Avenue, Chicago 12, Hlinois 


regs Moers: SE i, ia: “abi 
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PASTE-BAK 


reseals loose wall- 
paper without spot- 
ting or tearing. 

Retail 39%¢ 


STRIP-SHIELD 


masking paper and 
adhesive tape com- 
bined — protects all 
adjoining surfaces. 
Two sizes. 

Retail 98¢ and $1.98 


TRIM-GUARD 


keeps paint where it 
belongs, protects ad- 
joining surfaces. 
Spring steel blade. 
Retail 25¢ 


SMOOTHY , 


removes scale, rust, $ 


sun “Retail $1.00 YO JR 
MONEY TREE 
FOR PROFIT 

TEMS! 


»~ mad 
Sold through qualified wholesalers by: 
The LEONARD COMPANY Dept. B, 506 Third St. 


PIPE-SEAL 


for perfect leak-proof 
joints. Prevents gaul- 
ing. Retail 15¢ 





PLASTER-STIK 


the quick, easy way to 
fill hairline cracks. 
Works equally well 
under all paints. 
Retail 25¢ 


ROLLER-TRIM 


finishes walls where 
roller misses. Fine 
mohair brushing sur- 
face. Retail 59¢ 


PAINTERS-PAL 

for painting hard-to- 
reach places. Bends to 
fit. Retail 25¢ 


CRAK-SEAL 


pure white plastic 
strip repairs ugly 
crack between wall 
»< and tub or sink. 
Retail $1.69 





SCREEN-PAINTER 


gets into screen mesh 
without filling. 
Retail 39 


g 








oe te . 
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S\WAAINIS launches a 


nationally advertised line of 


MOOD RULES with 


this history-making offer! 


(Offer restricted to a limited time only.) 


Ev/w724 first revolutionized the steel tape 
market 10 years ago... AND NOW 


EVANS DOES IT AGAIN... 
WITH THESE WOOD 
FOLDING RULES! 


EVANS No. X40 “Gold-Tip,”’ 
Boxwood Finish Extension Rule 


“EVANS No, 060 ‘'Silver-Tip,’’ Snow White 
Professional Quality Folding Rule 
(Both available in inside reading) 


During the past decade EVANS made stee! 
tapes a mass market item by pioneering 
product improvements, new packaging and 
merchandising .. . made them fast-moving, 
volume hardware store items. 

And now EVANS is doing it again — for 
WOOD FOLDING RULES! 

Never before so many features — so much 
extra value to give new life to folding rule 
sales! 

We acquired our own Rock Maple trees and 
designed and built our own lumber. mill in 
Maine. In Elizabeth, N. J. we constructed 
and equipped the world’s first factory de- 
signed specifically and exclusively for the 
elacleltiailelsMmelmo.eleleMmieleliile mats 

We have made a product. with all the 
‘‘pluses'’ that EVANS is noted for and now 
in addition — for a limited time only — we 
present this special introductory offer... 


“INTRODUCTORY OFFER: ‘timitea time only. 


7 Rule (1S EE with e very sIK! / 


“GOLD-77/P" Extension Rule 
You buy 6 only X40 (or X40F) na- 
tionally advertised at $2.50 each, 
and you get an extra one free! 
Your total cost (per box) $10.00 
You sell for 

YOUR PROFIT 


43% PROFIT ! 


‘SILVER-T/P” Folding Rule 
You buy 6 only 060 (or O60F) na- 
tionally advertised at $1.80 each 
and you get an extra one free! 
Your total cost (per box) $ 7.20 
You sell for 

YOUR PROFIT 


43% PROFIT! 


Gentlemen: 
Please send me immediately: 
Quantity Circle which number 


“2 doz. box No. X40 (or X40F) Rules (and 
1 free) @ $10.00 per box 
“2 doz. box No. 060 (or 060F) Rules (and 
1 free) @ $7.20 per box 
Introductory Display offer No. 12 (or 12F) 
(12 rules plus two free with display rack) 
@ $17.20 each. 


EXTRA! 


GET A FREE PEG- 
DISPLAY UNIT 
PLUS 2 RULES 
FREE... BY OR- 
DERING THE IN- 
TRODUCTORY 
DOZEN! 


Display 
No. 12 
You buy 6 only 
X40 and 6only 
060, with two free rules, one of each. 
(Specify 12F for inside reading.) 


Your total .ost with display .. $17.20 
You sell for 7 . $30.10 
YOUR PROFIT ! $12.90 


43% PROFIT! 


Ship and bill through: 
JOBBER ..... 
MY FIRM NAME . 
ADDRESS ..... 
CITY. 


Mail this coupon to: 
EVANS RULE CO., 400 Trumbull St. © Elizabeth, N. J. 





Here is the QUALITY LINE of 








frites * fe 
sista’ Mai 


RTARTA RRR RT 


NEVER BEFORE SO MANY FEATURES...SUCH VALUE FOR THE MONEY 


PALER q EVANS EXCLUSIVE! Brass 
3) re my marcos on all rules, plus full set 
APW 4 SPRING 5 of ‘A to Z"’ metallic finish initials. 


Customer can personalize his rule 
PT i : | | TUT quickly . . . easily. 


EVANS EXCLUSIVE! Al! rules marked in inches 
plus feet-and-inches for quicker reading. STUD MARKS 
every |6 inches. "FLAGS" at every foot. 


EVANS EXCLUSIVE! 


ilt-in graduvat r ” cool 
me at Mar om - ‘all : EVANS EXCLUSIVE! (For X40 
: ee and X40F models only) FREE 
vinyl holster with metal clip — 
fastens to belt, keeps rule handy. 


rules, for accuracy, 
protection. 


EVANS EXCLUSIVE! EXTRA HEAVY SLATS BRASS EXTENSION, mo- 
Newly developed pat- of quarter-sawn maple for chine graduated with black cali- 
ented spring joints for long life, greater rigidity brations for inside measurement. 
absolutely rigid locking (On X40 and X40F only) 

when open. 


EVANS EXCLUSIVE! MANUFACTURER'S REPLACE- 
MENT AND REPAIR SERVICE! In addition to the 
standard guarantee of materials and workmanship, 
Evans will repair their folding rules broken by misuse 
or accident for a handling charge of only 30¢. 


4 
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No. 060 “sizver-r7P’ No. X40 Gozr0-7P' 
FOLDING RULE EXTENSION RULE 
Finest Professional Quality with RULE HOLSTER and Belt Clip 
Triple-Dipped White Finish Finest Boxwood Finish 
Nationally Advertised, $1.80 each De lolitelalolinae\ehd-1ail 1-10 Mn Wael OM Tela s 
Available in Regular Reading (060) Available in Regular Reading (X40) 
and Flat Reading (O60F) and Flat Reading ( X40F} 


warn RU LE | ©} Factories at Elizabeth, N. J. and Montreal, Que. 








INSIST ON... 


Bevo 
~ 


POWER DRIVES 
POWER PIPE MACHINES 


~ PORTABLE 
POWER DRIVES 


ot “5g” *“68"" “88-a" 
CONVERT HAND TOOLS TO POWER JOB USE 





= *“999"" 
FAST CUTTING, THREADING, REAMING UP TO 2”’ PIPE SIZES 








-_ 


HIGH SPEED PIPE UP TO 4” 





— 


NEW, Advanced Features 


Accurate, Smooth Performance... Stamina... Long 
Service Life are the qualities built into the advanced 
design and engineered mechanical features you get in 
Toledo Power Drives and Power Pipe Machines. For 
fast, productive, job-profit operations on up to 2” pipe, 
bolts up to 1%” make TOLEDO your choice, too! 


(SOLD THRU AUTHORIZED “TOLEDO” DISTRIBUTORS) 


Write For New Catalog, 


PIPE THREADERS e WRENCHES e MACHINES e TUBING TOOLS 


THE TOLEDO PIPE THREADING MACHINE CO...TOLEDO 3, OHIO 


Want more facts? Circle 163, p. 73 
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7 TIMES MORE 


CLOCKS 


THAN ANY OTHER 
ELECTRIC CLOCK BRAND 


According to the Starch Marketing Data Service, consumers 
prefer General Electric clocks 7 to 1 (or more) over any other 
electric clock brand. 


GENERAL ELECTRIC . .73% 
Brand E 


Brand C Brand F 


YOU GET MORE TO SELL IN A GENERAL ELECTRIC CLOCK 
..-AND YOUR CUSTOMERS GET MORE THAN TIME! 





This preference makes sense when you consider that General 
Electric offers the greatest variety of clocks. These quality 
clocks are pre-tested designs with extra features that con- 
sumers know through continuous advertising. It also makes 
sense to stock—and sell—the General Electric line. General 
Electric Co., Clock and Timer Dept., Ashland, Mass. 


Progress ls Our Most Important Prodvet 
GENERAL @@ ELECTRIC 
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and exhibit at Municipal Audi- 
torium, Birmingham. A. B. Hill, 
2201 Highland Ave., Birmingham. 


Arkansas Retail Hardware Assn. Con- 
vention, Feb. 12-13. Hotel head- 
quarters at Marion Hotel. Sessions 
and exhibit at Robinson Auditorium, 
Little Rock. Tom R. Pickney, 1014% 
Main, Little Rock. 


California Retail Hardware Assn., 
Western States Hardware-House- 
wares Show, Feb. 12-14. Hotel 
headquarters and sessions at Jack 
Tar Hotel. Exhibit at Brooks Hall, 
Civic Center, San Francisco. Krue- 
ger B. Jacobsen, 122 Ninth St., San 
Francisco 3. 


Connecticut Hardware Assn. Conven- 
tion, Feb. 8. Hotel headquarters 
and sessions at Bond Hotel, Hart- 
ford, Conn. Russell Carlson, New 
Milford. 


Illinois Retail Hardware Assn. Con- 
vention, Jan. 27-39. Hotel head- 
quarters and sessions at Hawaiian 
Village Hotel. Honolulu, Hawaii. 
William F. Ewert, 1451 Merchan- 
dise Mart Plaza, Chicago 54. 


Indiana Retail Hardware Assn. Con- 
vention, Jan. 29-31. Hotel head- 
quarters at Sheraton-Lincoln Hotel. 
Sessions and exhibit at Murat Tem- 
ple, Indianapolis. W. J. Sheely, 4120 
N. Keystone, Indianapolis. 


Iowa Retail Hardware Assn. Conven- 
tion, Feb. 12-15. Hotel headquarters 
at Hotel Savery. Exhibit at Vet- 
erans Memvpria! Auditorum, Des 
Moines. Philip R. Jacobson, 520 W. 
85th St., Des Moines 12. 


Kentucky Retail Hardware Assn. Con- 
vention, Feb. 12-14. Hotel head- 
quarters, sessions and exhibit at 
Kentucky Hotel, Louisville. Edward 
Keiley, 501 Republic Bldg., Louis- 
ville 2. 


Louisiana-Mississippi Retail Hard- 
ware Assn. Convention, Jan. 29-30. 
Hotel headquarters, sessions and 
exhibit at Heidelberg Hotel, Jack- 
son, Miss. David O. Mansfield, Box 
1696, Jackson. 


Michigan Retail Hardware Assn. Con- 
vention, Feb. 12-14. Hotel head- 
quarters at Pick-Fort Shelby Hotel. 
Sessions at Pick-Fort Shelby Hotel 
and Cobo Hall. Exhibit at Cobo 
Hall, Detroit. Harold W. Schu- 
macher, 1916 Michigan National 
Tower, Lansing 8. 


Minnesota Retail Hardware Assn. 








New caster merchandiser 
sparks self-selling 


This latest pre-fab sales-builder from Bassick is 
sure to step-up caster impulse-buying by the “do-it- 
yourselfer” and the furniture-repair buff. 

It’s Bassick’s caster merchandising display 
SSL-60—shown here with a complement of popular 
Bassick white-wheel furniture casters and rubber 
cushion glides. 

Only a smidgen of counter space is required for 
this attractive wire display stand. You can hang it 
on pegboard, too. Yet it easily and effectively dis- 
plays up to six types of fast-moving carded casters 
and glides—holds 20 to 30 cards in all. It’s light, 
easy to move about to intercept impulse-buying 
attention, and can be set-up in an instant. It’ll 
boost sales on side counters, end counters, or islands, 
and it makes an ideal supplement to a bin display 
of casters. 

SSL-60 is just one of the modern merchandising 
aids you can get from Bassick. It’s free with the 
purchase of an assortment of the fastest-selling 
Bassick casters. Ask your jobber about it today. 


0.22 


ERK Te 


| Excellence) 
STEWART-WARKER CORPORATION 
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An expansion anchor for quick and 
easy fastening of fixtures to wall- 
board, plasterboard, lath and 
plaster, hollow tile, plywood, and 
similar construction. 
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Fasten Fixture 


& & « 


Insert Anchor Expand 


ALSO NEW! An attractive assort- 
ment of carded products for self- 
service merchandising including 
Toggle Bolts, Dazy Hollow Wall 
Anchors, Nail Anchors, Fiber . . 
Anchors with screws, and Dart ~~, ¥ 
Carbide Masonry Drills. , 


: 


Made in U.S.A, 


Complete 
LINE OF 
MASONRY 
ANCHORING 
AND 
DRILLING 
DEVICES 





Arro Expansion Bolt Company 


slo) Qt: 1: Mem Colao] Mm Cliite 
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Convention Calendar 








(Continued ) 


Convention, Jan. 16-18. Hotel head- 
quarters, sessions and exhibit at 
Leamington Hotel, Minneapolis. 
C. J. Christopher, 3033 Excelsior 
Blvd., Minneapolis 16. 








Montana Hardware & Implement 
Assn. Convention, Nov. 3-5. Hotel 
headquarters and sessions at North- 
ern Hotel, Billings, Mont. Norman . 
O. Blevins, Box 1152, Helena. 










Nebraska Retail Hardware Assn. Con- 
vention, Feb. 5-6. Hotel headquar- 
ters and sessions at Hotel Corn- 
husker. Exhibit at Pershing Munic- 
ipal Auditorium, Lincoln. Frank 
Capalino, 303 Insurance Bldg., Lin- 
coln 8. 











New York State Retail Hardware 
Assn. Convention, Feh. 27-Mar. 1. 
Hotel headquarters and sessions at 
Syracuse Hotel. Exhibits at Onon- 
daga County War Memorial, Syra- 
cuse. Nicholas H. Kiley, Hills Bldg., 
Syracuse 2. 










Ohio Hardware Assn. Convention, 
Feb. 5-8. Hotel headquarters and 
sessions at Sheraton Cleveland 
Hotel. Exhibit at Cleveland Public 
Auditorium, Cleveland. John B. 
Conklin, 1540 W. Fifth Ave., Co- 
lumbus 12. 











Oklahoma Hardware & Implement 
Assn. Convention, Jan. 27-29. Hotel 
headquarters and sessions at Skir- 
vin Hotel. Exhibit at State Fair- 
grounds, Oklahoma City. William 
B. Ruxlow, 607 N. Dewey Ave., 
Oklahoma City. 



















South Dakota Retail Hardware Assn. 
Convention, Jan. 23-25. Hotel head- 
quarters and sessions at Sheraton 
Carpenter Hotel. Exhibit at Coli- 
seum, Sioux Falls. Harris T. Ben- 
son, 2108 S. Western Ave., Sioux 
Falls. 


Tennessee Retail Hardware Assn. . 
Convention, Feb. 5-6. Hotel head- 
quarters at Andrew Jackson Hotel. 
Sessions and exhibit at State Fair- 
ground Coliseum. R. J. Parish, Box " 
784, Nashville. 


Texas Hardware & Implement Assn. 
Convention, Jan. 22-24. Hotel head- 
quarters, sessions and exhibit at 
Shamrock Hilton Hotel, Houston. 
R. M. Souder, 1108 Gibraltar Life 
Bidg., Dallas 1. 


Virginia Retail Hardware Assn. Con- 
vention, Feb. 5-7. Hotel headquar- 
ters, sessions and exhibit at Hotel 

(Continued on page 112) 















3M Sandpaper Cabinets 


Boost sales up to 25%! 
Spark impulse buying! 
Invite self-service sales! 


Hold complete 
grit selection! 


Permanent wood 
construction! 


Take less than 1 sq. ft. 
of space! 


Sturdy removable shelves! 


Quick grit and price 
identification! 


Boost your profits on sandpaper 
and related items by bringing 
your sandpaper stocks out in the 
open. These handsome cabinets 
will be silent salesmen and 
remind handymen, do-it-yourself 
enthusiasts, carpenters, and 
contractors of their refinishing 


needs. 
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y SANDPAPER 
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Faster, Easier, Sanding! 
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WRITE YOUR 
OWN TICKET! 


There's a 3M Cabinet and sandpaper 
assortment to fit every dealer’s needs 


DEAL 370: Includes 
1 cabinet plus grit as- 
cortment of four 
sleeves of “Produc- 
tion’’ Paper; four 
sleeves of 3M “Impe- 
rial” Flint Paper. 


DEAL 375 Includes ] 
CaDinet plus grit as- 
sortment of five 
Sleeves of ‘“Produc- 
tion’”’ Paper: three 
Sleeves of ‘ ‘Wetordry 
Tri-M-ite Paper. 


ZEAL 379 EAL 370 


= DEAL 380: Includes 1 
ce cabinet plus grit as- 

sortment of four 
— sleeves of 3M Garnet 
<— Paper; four sleeves of 
La 3M “Imperial” Flint 
nm Paper. 


Re ee ee ee 


> en DEAL 385 Includes ] 
cvw> Cabinet plus grit as- 
sortment of five 
resem Sleeves of 3M ° ‘Impe- 
— rial” Flint Paper: three 
beled sleeves of “Crystal! 
soem Bay” Emery Cloth. 


DEAL 390: Includes 1 
cabinet plus grit as- 
sortment of 10 
sleeves of 3M “Impe- 
rial” Flint Paper. 


7 


Cost: $33.59 
Retail $61. 50 


Value: 


vos 997,91 
45.4% 


cot $46.43 
“vaue: 577,50 
Profit: $317. 07 


* 40.1% 


"Cost. $3007" 
*vawe: 900.00 
Profit: $94 58 

44.3% 


e332 79. 
“Vatu $55.50 
Profit: $22.71 

40.9% 


Cost: A fi | ‘ 
value 544.90 


rows S01.14 
« A15% 


SEE THE ADDITIONAL PROFIT-BUILDING PRODUCTS IN 
THE 3M LINE ON THE OPPOSITE SIDE OF THIS PAGE 
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: :; 5 =. 3M Brand Abrasive Displays mean faster turnover 
in less space 


“PRODUCTION” PAPER SHEETS 


Colorful package sells 10 sheets at a time. Sheets 
are pre-cut to fit 3M Sanding Block and many other 
standard blocks. Three sizes: 234” x 9”, 1%” x 9”, 
and 3%4” x 9” to fit oscillating type sanders. Various 
grits in all sizes. A good profit item. 









sandpaper 
Nituuss 








3M RUBBER SANDING BLOCKS 
Eye-catching display includes assortment 
of red, blue, and green blocks. Pliable rub- 
ber can be used both 
wet or dry; on both flat 
and curved surfaces. 
Two sizes: 1%4” and 
2%”. Every sandpaper 
customer is a prospect 
for this handy item. 


5-INCH AND 6-INCH “PRODUCTION” PAPER DISCS 


Universal center hole fits any arbor from 4%” to 1”. “Pro- 
duction” Paper sands both wood and metal. Package 
lets you sell five discs at a time. 6-Inch “Production” 
Paper Discs also available in “‘no hole” design for use 
with sponge rubber sanding pad in similar display. 


SPONGE RUBBER 

SANDING PAD KIT 
Fits any 4%” or larger electric drill. 
Ideal for working on wood, metal, 
and plastics. Removes blistered, 
peeling, and vhipped paint from 
houses, furniture, and boats quick- 
ly and easily. Flexible construction 
eliminates gouging and marring. 
Each kit contains 6” pad and tube 
of 3M Adhesive. Every pad you sell 
helps build your disc sales too. 


mot ewe ii 


FITS ALL"Da SPONGE RUSSEL SANDING PADS 


5 | 


\S 2 : ws ere, thie . —_ 
Z ~~, “<< 
i 


HOUSEHOLD PACKS 
FOR MISCELLANEOUS 
SANDING NEEDS 


SPECIAL 
SANDPAPER 


BOOKLET 


The January Home Workshop Issue of 
Science & Mechanics magazine will contain 
a special booklet on the uses of sandpaper 
in refinishing and finishing of wood and metal 
surfaces. More than 600,000 of these book- 
lets will be read and saved by home work- 
shop enthusiasts. Watch for it. 


Boost your sales with the 
3M hardware line...order from 
your 3M wholesaler today! 


NN 


ME >>>. 


3M EMERY CLOTH PACK 

Handsome counter display 
holds 25 five-sheet packs in 
assorted grits. For cleaning 
and polishing metal surfaces. 


“WETORDRY” GARNET 
PAPER PACK 

Display holds 25 eight-sheet 
packs in assorted grits. For 
wet or dry sanding of var- 
nish, lacquer, enamel. 


“SCOTCH” BRAND 
SANDPAPER PACK 
Contains 50 fifteen-sheet 
packs in assorted grits. A 
good impulse item for your 
customers’ general uses. 


Tinnesora ( 3M ) 
M 
Wisine ano ‘S A 


*S3 4 <e 


anvracrurine COMPANY 


+»- WHERE RESEARCH 18 THE KEY TO TOMORROW 











You ll be 


Sitting pretty. .. if you order plenty 


of Sterling Halite now, 
before winter storms hit! 


The season's first storms will start a rush on Sterling Halite—to 
clear sidewalks, steps, driveways of snow and ice! So be prepared 
for extra profits. Order Halite today and order enough. Halite 
comes in 10-Ib. bags (6 to a bale), in 25-lb. bags with carrying 
handle, and in 100-Ib. bags. FREE: Folder of ‘“‘Merchandising 
Ideas”’ to help you sell more Halite all winter long. Send for it today. 


STERLING HALITE mel/ts danger away / 


POR ICE 2 SNOW REMOWAT ae 
‘ — S 





STERLING HALITE SALES SLANTS 


48.9% greater melting power than other snow 
and ice treatments at 30°F.! « Dissolves 46 times 
its own weight on snow or ice! + Most effective if 
spread while snow is falling or before freeze! 
- Breaks up ice and hard-packed snow by fast 
two-way action! « Use it under rear wheels of car! 


INTERNATIONAL SALT COMPANY, CLARKS SUMMIT, PA. 


Buffalo « Boston « Charlotte « Chicago « Cincinnati « Detroit « Newark 
New Orleans « New York « Philadelphia e Pittsburgh e St. Louis 
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products of DO gtss 


NEW AUTOMATIC 
OUTDOOR LANTERN | 
AND POST CONTROL 


Two, three or a small galaxy of outdoor 
lights come magically alight at dark, turn 
off at dawn. Built-in time delay avoids on- 
off flicker from car headlights. Satin 
aluminum standard exterior face plate, 
weatherproof gasket. 300W Capacity. 


| eRe ee ~ 


CAST ALUMINUM COMPANIONS 


Antique hammered aluminum captures the 
robust and sedate spirit of a by-gone age in 
three “‘perfect companions” that could not 
be more modern in design and manufacture 
—matching post lantern, doorway light and 
outdoor wall lantern. Pebbled glass. 


ACCESSORY WITH PHOTOELECTRIC 
CONTROL ACTIVATES POST LANTERN 


The Progress Nite-Guard will fit any 3” post. 
A photoelectric cell automatically turns the 
post lantern on at dusk and off at dawn. An 
exclusive control allows adjustment of on-off 
light levels. Simple to install, Nite-Guard 
offers homeowners protection and safety. 


PROGRESS MANUFACTURING CO., 
Dept. HA-10, Philadelphia 34, Pa. 


Please send me complete information on 
'~) Outdoor Control { | Aluminum Companions | 


\ 


'| Nite Guard 


Nome __ 








Compoany_____ 





Address ™ 





Ce lectin 
; 
| 
} 
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Convention Calendar 








(Continued from page 106) 


Roanoke. G. T. Omohun- 


Scottsville. 


Roanoke, 
dro, Jr., 


West Virginia Hardware Assn. Con- 
vention, Feb. 26-28. Hotel head- 
quarters, sessions and exhibit at 
Hotel Frederick, Huntington. Leon- 
ard Holdren, Box 1005, Parkers- 
burg. 


Wisconsin Retail Hardware Assn. 
Convention, Feb. 6-7. Hotel head- 
quarters and sessions at Plankinton 
Hotel, Milwaukee. L. C. Wood, 200 
Strongs Ave., Stevens Point. 





Atmosphere builds big 


traffic for a sale 


Mark and Leland Schmidt, 
brother-owners of Schmidt Hard- 
ware Co., Grand Junction, Colo., 
believe you have to go all the way 
in promotions. 

When the Schmidt store staged 
a “horse trading days” sale re- 
cently, a horse team and antique 
wagon highlighted the event. In 
the sale, customers were invited to 
trade “anything at all’”’ in exchange 
for new hardware, appliances, farm 
equipment and the like. 

Mark Schmidt knew of a collector 
and restorer of antique wagons. 
This antiquarian collected worn old 
wagons throughout Colorado’s high 
mountain mining towns. Mr. 
Schmidt made arrangements to rent 
a refurbished wagon, haul it by 
truck to Grand Junction (150 
miles), outfit it with a team, and 
use it as an unusual promotional 
device. 

During week-long horse trading 
days, the gilded and painted wagon 
was wheeled around town—-a mo- 
bile and effective traffic maker for 
the sale. The public was invited 
to guess the exact age of the 
wagon, at Schmidt’s store. 

Some 8000 guesses were posted 
by 8000 curious and _ interested 
store visitors. The prize for the 
winner: a stereo set and record 
album. 

Only one customer guessed the 
right age, early 1890, of the wagon. 
Local TV stations and newspapers 
played the event up big when the 
winner was named. 





-O-Mat 


Tez eee a OS 
Pie 


CAN OPENER q yi 


MADE 
y 


~~ 4 


VISIT 
OUR 
BOOTHS 
626-27 
COLISEUM 


Cou-O-Matic 


PORTABLE 


| ELECTRIC | 


CAN 
OPENER 


Riva) RIVAL MANUFACTURING CO 


_ Kansas ity 29 Missour 
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TOILET TANK BALL 
GUARANTEED TO 


STOP 
TOILET TAN] 
LEAKS 4% 


@SEATS IN DIFFERENT 
POSITION EACH TIME 


@NO TOOLS REQUIRED 
@SELF THREADING 
@ACID RESISTANT 


@ GUARANTEED 
5 YEARS 


Rol-O-Valve is a vinyl plastic device 
guaranteed to stop tank leaks, 
It's New—It’s Different—It Works 
and It Sells. Returns good profit at 
a suggested retail of $1.00. 

Sold through leading distributors, 
If your present source cannot sup- 
ply write or wire — 
ROL-O-VALVE SALES 
BOX 167 AMERICUS, GA, 
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YALL RIRKSULP TODWS US [AlleirSo0 


time to ring up do-it-yourself sales 
One-Hand-Operated 


TACKERS 





No. T-50 All-Purpose STAPLE GUN 


Powerful ... jam-proof ... shoots a 
staple wherever a nail can be driven! 
The dependable, all-purpose gun pre- 
ferred by professional contractors and 
do-it-yourselfers alike for 1001 heavy 
duty nailing jobs! Uses 6 staple sizes 
up to 9/16”, including CEILTILE — 
the Arrow staple especially designed 
for ceiling tile. 























No. HT-50M Heavy Duty HAMMER TACKER 


Rugged ... fast... hammers a staple 

home with every blow! Perfectly bal- 

anced design permits stapling for hours 

"| without strain! Saves time and effort 

| when applying batt insulation, roofing 

. felt, shakes and other building mate- 

rials. Loads two full strips, (170) T-50 
staples in 4 sizes up to 4%”. 











No. JT-21 Junior STAPLE GUN 


Light . .. compact . . . economy-priced 
staple gun to appeal to the mass house- 
hold market! Handy for lining shelves 
and closets, repairing upholstery, mak- 
ing valances and scores of light duty 
tacking chores! Comes in attractive 
a : colors. Ideal for housewife and hobby- 
Price: $4.95 | ist. Uses both 44” and 5/16” staples. 


ARROW TACKERS SPUR “RELATED ITEMS” SALES, TOO! —‘Natlonally Advertised in 


Like many successful dealers everywhere ... you’ll find it pays to display and eRe 
feature Arrow Tackers together with insulation, ceiling tile, wire mesh, SCIENCE 
screening, fibre glass and other remodeling materials. They’re a natural com- 
bination for tie-in sales! Your “do-it-yourself” customers know that Arrow 
Tackers are famous for quality and dependability ... have seen them adver- 
tised month-after-month in leading national consumer magazines! So, cash 
in on this sure-fire merchandising formula — it means multiple sales for you! 



































SOLD ONLY ; ; 
THRU THE TRADE — )sdadadlA sal dione 20 oe od 2-2 ee ce Write for details on — 


NEVER DIRECT TO e Arrow’s Dealer Co-Op Advertising 
THE CONSUMER! 1 JUNIUS STREET © BROOKLYN 12, N. Y. Program 
“PIONEERS AND PACESETTERS FOR OVER A QUARTER CENTURY” e Arrow’s Dealer Registration Plan 
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NEW SANDING 
WOOD SEALER 


SANDS WITHIN 














(CLEAR) 


Early sanding and recoat- 

ability—that’s the big 

advantage for your cus- 
tomers when you profit by selling them 
Indo Wood Sealer! 

Made of top quality ingredients, this 
new Indo product brushes or rolls on 
easily, dries quickly. It produces a clear 
tough finish that sands easily, seals 
completely—does not have irritating 
lacquer type odors. Indo guaranteed. 

See your local distributor. Write for 
complete information. 


*Under normal conditions. 








When your customers 
are buying supplies for 
floor and wood finish- 
ing jobs, you'll make a 
quick sale when you 
suggest Indo Shellac. They know Indo is 
the world’s finest quality—made to dry 
fast with a tough, brilliant finish. 

Your local distributor has Indo Shellac 
... in dated cans. 


SOUTHERN SHELLAC MFG. CO. 


Division of Plough, Inc. Memphis 1, Tennessee 


SHELLAC 


pose" \_ oe 
r , ( 
cut « ss 10 
eaitow 
_— ee oe 


ee — 











Want more facts? Circle 173, p. 73 
114 © HARDWARE AGE, October 6, 1960 








How's the Hardware Business? 





Hardware store sales head for new record. July 
and first seven months ahead of 1959 and 1956 


The prospect of 1960 being a rec- 
ord sales year for retail hardware 
stores got another boost in July. 
Sales for the month topped sales in 
July a year ago, and were higher 
than in July of the record year 
1956. 

Sales in the first seven months 
this year also topped sales in the 
like periods of 1959 and 1956. 

July sales at $255 million were 
up $15 million or 6.25 percent from 
July 1959, and $5 million or 2 per- 
cent from July 1956. 

July sales dropped $16 million or 
5.90 percent from the June level, 
about the normal seasonal decline 
between these months. 

Hardware sales for the first 
seven months this year were $1,610 
million, a gain of $66 million or 
4.27 percent from the comparable 
period of 1959. The first seven 
month total was also $39 million 
or 2.48 percent ahead of the like 
months in the record year 1956. 

The U. S. Commerce Dept. cor- 
rected the June estimate to show 


sales at $271 million, instead of 
the $273 million previously re- 
ported. 

Here are the U. S. Commerce 
Dept. estimates of retail hardware 
store sales for the last three years: 


(Millions of Dollars) 
1960 1959 1958 
January ... 175 174 172 
February .. 178 167 154 
201 193 178 
264 245 224 
266 263 257 
Zea”lc( (SS 238 
255 240 227 





SEVEN MONTH 

TOTAL ..$1,610 $1,544 $1,450 
Re as kc Re 229 223 
September ..... 227 225 
Geer i! Se 243 242 
November .. jms 219 225 
Decemper ..  ««s 289 288 





$2,751 $2,653 


* U. S. Commerce Dept. corrected June's estimate 
from $273 million to $27! million. 





Exterior latex emulsion paints, new in the 
paint field, promise added store profits 


Exterior latex emulsion paints 
are fast moving into a prominent 
spot in the outside paint market. 

Virtually unheard of two or three 
years ago, except in paint testing 
laboratories, latex’s for exterior use 
have advanced to the selling stage 
in the exterior paint market. 

Some paint industry men esti- 
mate the market potential 10 per- 
cent of total exterior sales. It is too 
early to make an accurate predic- 
tion on these paints, but, it is not 
too early to see their added profit 
potential for the hardware dealer. 

As a higher-priced, quality finish 
(average price is around $8 per 
gallon) latex’s occupy a niche of 
their own with demand from cus- 
tomers who buy the best paints. 
Such features as non-blistering, 
non-peeling, no fading, more colors, 
easy handling, greater coverage, 
longer lasting, simple clean-up, 


quick-drying and useable on wet 
surfaces, are mentioned by manu- 
facturers. 

Dealers can become paint head- 
quarters through latex sales, if one 
big point is kept in mind. This 
paint demands proper surface prep- 
aration and paint experts agree 
that it should be part of a two or 
three-coat system. This means that 
product knowledge is a big factor 
in selling latex. It also means the 
dealer still sells oil base primers. 

The advantages attract do-it- 
yourselfers and professional paint- 
ers and, latex’s offer attractive 
profits for dealers. The margin is 
better than most outside paints. 

Because of the higher retail 
prices, and dealers seem to be hold- 
ing to factory suggested list, the 
exterior latex market is not com- 
petitive. 

At least one dealer is known to 





have gone 100 percent to latex ex- 


ated ty mmeoured’ "by, hie own 3 Ni EVV eROF/7 9g? 
market potential. | | é,. ee -MAKE o 


Latex’s are generally not expect- 
ed to replace other exterior finishes 


now. They are only supplementing 
them at the quality level. eee et vere nee ® 


World’s Largest-Selling 


, Heating Tape 
Evans Rule introduces 


folding wood rule line | 

Evans Rule Co., Elizabeth, N. J., | ace NOW AVAILABLE ON 
has entered the folding wood rule coe Wits WIRE RACK 
market after four years of plan- 3 i ' “| 
ning and product testing. Evans \ 2 \ , MERCHANDISER 
had concentrated on the steel tape 


field. ee er <i YOU MAKE MORE 

Evans has worked on creating a a 
folding rules with new features for | sans . BECAUSE YOU SELL MORE! 
the dealer and the customer. Prices 
are competitive because the rules | YOU SELL MORE BECAUSE . ee 
are produced on automatic ma- CONTENTS 
chinery. Reusable wire rack contains SUPERIOR PRODUCTS... 

A special promotion and adver- 2 thermostats, 1 8-ft. and 1 COMPETITIVELY PRICED 


os 12-ft. Automatic Line-O-Heat ' 
tising program will emphasize such and 1 4-ft., 2 6ft., 1 8ft., Nothing compares with Line-O-Heat 
features of interest to the dealer as 1 12-ft., 2 16-ft., 2 20-ft. and to keep pipes, ee sama Hee 
the new transparent bubble pack 1 30-ft. regular Line-O-Heat. freezing. Guaranteed Line-O-bieat 1s 


built up to a standard, not down to 
for perforated panel display. pea RETAIL a price . . . yet, because of know- 


Evans offers a manufacturer’s how, it’s competitively priced! 


guarantee of materials and work- YOU PAY 
é NATIONALLY ADVERTISED 


manship and also will repair any of 





its folding rules broken by misuse VOU ARE +5 <s $18.95 714 1 sdoaial te fon wal 2 
or accident for a 30¢_ service OS 








1° = 5 other publications! 
charge. FREE-REPLACEMENT —" 


GUARANTEE ——| FREE SELLING AIDS 


All Smith-Gates products are ; ‘ 
fully guaranteed and will be \- Window streamer packed 


Manufacturers name new replaced free of charge Se \ im each carton. Stuffers, 


when returned to the factory. mats. etc.. available upon 
distributors for lines ——— — request. 


The following manufacturers a kt et st se ae 2 2 2 Oe eC 


have named new distributors for 
their lines: 
Housewares Div. of Dennis 
Mitchell Industries, Philadelphia— 
Lantz Sales Co., Memphis; Fred A. 
Wiebe Co., St. Louis; Ricker & As- 
sociates, Grand Rapids, Mich.; and ROOF 
a bs Sheenan & Co., Rochester, DE-ICER 
Eclipse Lawn Mower Co., Pro- KIT | ee 
phetstown, Ill—Harris Hardware ei 
& Supply Co., Kingston, Pa. | Prevents ice dams which 
. , cause water to back up under 
Textile Machine Works, Reading, shingles and drip into house. Kit 
Pa. — Supplee - Biddle - Steltz Co.., consists of black Line-O-Heat, hooks, 
Philadelphia; D & H Distributing | nails, instructions. Watts 
Co., Inc., Harrisburg, Pa.; H. S. | Cat. eats Ro rate 130 
Schultz & Sons, Newark, N. J.; | we} 























INSULATION KITS 
IN “YELL-‘N’-SELL” 
MERCHANDISER 


Contains 20 kits, each with 
enough quality material to cover 
23 ft. of 1/-in. pipe. Kit, $0.98. 


& Spout; VAC | Price 


RK10 | 20 ft. | 10ft.| 20 ft.| 1201 $ 5.45 
Belknap Hardware & Mfg. Co., rk20 | 40 ft. |20ft.| 40 ft.| 240| 8.65 


Louisville; and J. B. Sheer Co., San | RK40 | 80 ft. | 40 ft.| 80 ft} 480) 15.45 
Francisco. 


Seicidliadh: Witte: Cn, Miltarnd ASK YOUR JOBBER OR WRITE FOR FULL DETAILS 


oe ee roe SMAUTH-GATES cone. ~ rarmincton, conn. 


Monroe, La. 
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on’t tie up a dime 
in power equipment 
ntil you investigate 
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MOTO-MOWER’S NEW 
CREDIT PLAN 


> You need invest no money in your power equipment 


inventory 


> You can offer low down payment and credit terms 
to your customers 


Moto-Mower recognizes that credit 
selling and credit buying is the 
backbone of today’s economy. 


Moto-Mower now offers its Pre- 
ferred Dealers a complete credit 
program to help them increase 
their sales and profits. 


Under this credit program, or floor 
plan, any participating dealers can 
have the advantages of 


A SECOND SOURCE OF 
CREDIT 


NO INVESTMENT IN 
INVENTORY 


Under this plan, you take in Moto- 
Mewer products, display and sell 
them and receive full profit with- 
out expending any of your own 
funds. 


RETAIL PAY-AS-YOU-MOW 
CREDIT PLAN 


Dealers participating in Moto- 
Mower’s Dealer Credit Plan can 
offer their customers the Moto- 
Mower Pay-as-You-Mow Consum- 
er Credit Plan. 


Under this plan, you can offer your 
retail customers credit terms of 
$5.00 down with 10 to 20 months 
to pay. 


The costs of this Credit Plan are 
paid by the mower buyer. You can 
increase your sales by attracting 
those extra customers who prefer 
to buy on easy payment terms. 


YOU GET THESE 
ADVANTAGES WITH 
MOTO-MOWER’S DEALER 
CREDIT PLAN 


¢ This floor planning program en- 
ables you to present a full line 
to your prospects showing that 
you are seriously in the power 
equipment business .. . A proven 
way to increase sales. 


You have a complete inventory 
on hand early in the season with 
no capital investment — enjoy a 
full season of sales activity. 


You increase your profits by 
earning up to 6% in anticipation 
discounts. 


¢ The consumer Installment Sales 
Program available under this 
plan increases your sales and 
turnover by making it easy for 
customers to buy. 


The Consumer Installment 
Credit Program puts you in an 
equal or better sales position as 
compared to any retail outlet in 
your community because of 
favorable terms and payment 
schedules. 


Ask your Distributor for full de- 
tails on the Moto-Mower Credit 
Plans, or write direct to Moto- 
Mower. 


Only Moto-Mower offers you a 
complete, practical factory con- 
trolled and administered Credit 
Program. 


MOTO-MOWER, Inc. RICHMOND, IND. A Subsidiary of the IE dura Corporation 
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here’s where 
being a 


off in EXTRA PROFITS! 


The old saying—““Them who has— 
gits,” certainly applies to the pro- 
gressive dealer who stocks and sells 
the UNION line. He gives customers 
what they want... gets extra dollar 
volume, extra profits in return. 


Dealers wise find it pays to UNION- 
ize with the most complete line of 
all-steel chests available today in 
sizes and styles to meet all customer 
requirements. How about you? 


7817 MECHANICS’ 
TOOL BOX P 


41011 CASH 
and BOND BOX 


4U-12 
PARTS 
CABINET 


DEALERS! 
Write for 
Catalog 
and 
Prices 


STEEL CHEST CORP. 


LEROY, NEW YORK 


Ut 
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Manufacturers’ sales in 
2nd-quarter near record 


Sales by manufacturing firms in 
the second-quarter this year were 
estimated at $88.1 billion, accord- 
ing to the Quarterly Financial Re- 
port issued by the Federal Trade 
Commission and the Securities and 
Exchange Commission. 

This put second-quarter 1960 
sales at a near record mark, ex- 
ceeded only by the $88.4 billion in 
the like quarter of 1959. Second- 
quarter sales also topped the first 
three months’ sales by 3 percent, 
with both durable and non-durable 
industries each showing a 3 per- 
cent gain. 

Manufacturers’ sales for the 
first half of 1960 totaled $173.8 bil- 
lion, a gain of 3 percent over the 
$169.1 billion in the like period of 
1959. 

Compared with the June quarter 
of 1959, second quarter 1960 sales 
followed a mixed trend with most 
groups indicating small changes. A 
notable exception was the 28 per- 
cent drop reported by the iron and 
steel group from the record level 
of a year ago. 


Manufacturers expand, 
move to new facilities 


W. J. Dennis & Co. has consoli- 
dated its operation in larger quar- 
ters at 9148 King St., Franklin 
Park, Ill. The building has 45,000 
sq ft of space for administrative 
and office personnel, production and 
warehousing. 

Western Tool & Stamping Co., 
Des Moines, Iowa, has begun a 43,- 
000 ft addition to its E. Douglas 
St. plant. The new structure brings 
total footage to 107,000 sq ft. 


July paint shipments 
dip 4% from year ago 

Factory shipments of paint, lac- 
quer and varnish totaled $159.5 
million in July, 4 percent below 
the July 1959 level, and 12 percent 
less than in June, according to the 
Commerce Dept. 

Paint sold to the hardware and 
other retail outlets totaled $99.3 
million in July compared with 
$102.9 million in July of 1959, and 
$109.6 million in June. 








Sell more 
Workshop VISES 


Everyone wants 


Jaw Width . 3% in. Pipe Capacity. '%-1'% in. 
Jaw Opening . 4 in. Weight 16 Ibs. 


COLUMBIAN VISES match NRHA 
Turnover Handbook stock recommenda- 
tions. National advertising . . . popular 
features like channel steel beam, cold- 
rolled steel screw, replaceable heat 
treated steel jaw faces, permanent pipe 
jaws . . . make them sell easily and 
profitably. 

Also available with 4” jaws (D44) and 
5” jaws (D45). See your wholesaler. 


™—» Write for New Catalog «<—™ 
THE COMMBIAN VISE 6 MFG. CO. 


Clevelond 4, Ohio 
Manufacturers of Columbian Levels 
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é/ Complete Newest Set 


of Key Boord Tags . 
vyColorful Streamers 


Thot Will Brighten Up \\\ . 
Your Stor 

— sons i of «\ 
Blank Comporative List 
STAR Key & Lock 


Manufacturing Co. 
51 South First Street 
Brooklyn, N. Y. 
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DON'T MISS THE 


BUYING CHECK LIST 


ON PAGE 58 




















GRIPPER 
CLIPS 


KEEP 
THINGS 
IN PLACE 


BRIGHT FINISH Double Spring Action 
NO JUTTING POINTS 2 Sizes Held Mest Hondies 


GIBSON GOOD TOOLS, INC., Sidney 6, NLY. 
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No. 430 


PICK MATTOCK 
No. 2% 5 LB. 


CLAY PICK 
No. 280 5, 6,7, 8 LB. 
CONTRACTORS’ PICK 
8 LB. 


No. 75 
PINCH POINT 
CROWBAR 


| , 
8, 22 18 Ne. 63 


CARPENTERS’ WRECKING 
BAR 
12°", 18", 24°°, 30°, 36" Length 


No. 88 
TAMPER TOP 
POST HOLE DIGGER 
16 LB. 


No. 424 
CUTTER MATTOCK 
3, 5 Ls. 


No. 63-E 
EXTRA QUALITY 
WRECKING BAR 
24", 30", 4%" Length 


No. 400 
SQUARE HEAD WEDGE 
3, 4,5 LB. 


: Stock these 
we oe IRON CITY TOOLS 


CROWBAR 
18 LB. 


for 75% of your 


heavy hand tool 
requirements 


Here are the Iron City Tools with 
the fastest turnover. Three of 
every 4 calls for heavy hand 
tools are for one or more 

in feanei of these items. You can stock 


NEVADA (Long Pattern) the weights listed with con- 


a fidence — they'll move. 


ae a ” Sn 2 fv ~~, Lame dle See 


TES GS oh nae Go Fee 


4, 6, 8, 10, 12 LB. 
most popular 


eg 


eon Gay te Woot \Norks, ire. 


BOX 791 * WARREN, OHIO 
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2 new protit builders 





KOLORLUM WEATHERSTRIP KOLORLUM WEATHERSTRIP 











KOLORLUM— another “‘first”’ from National—will put money 
in your pocket! Now you can offer customers the beauty of color 
plus the utility of aluminum—at a price that will stimulate sales 
action. KOLORLUM will sell fast because it’s CONVENIENTLY 
PACKAGED, EASY TO HANDLE, SIMPLE TO DISPLAY. 


. Write today for details and prices. 
NATIONAL METAL PRODUCTS COMPANY 
‘ 2 Gateway Center, Pittsburgh, Pa. 
Want more facts? Circle 181, p. 73 





WISSOTA’ § “"nre™ ELECTRIC SKATE 


SHARPENER 


HOLLOW GRINDS BLADE 
LENGTH OF RUNNER 


Vibration-free, satin smooth 
skate blade grinding. 


NEW 


DIAMOND DRESSING 
ATTACHMENT fur- 
nished with grinder, 
produces a true, ac- 
curate radius on face 
of the wheel. 
. ee, Sat? 5 Large 8” diameter 
Totally . _ Ae — wheel assures 
enclose d : rapid removal of stock 
motor 
Canad 
CSA - S-8 grinds more skates 
Approved per wheel at lower cost. 
A‘tractively 
Priced! 





WISSOTA LOW COST . . . TOP QUALITY 
SKATE SHARPENER 


MODEL SIOM GRINDS ALL TYPES OF SKATES 
Easily, accurately sharpens hollow ground Hockey .. 
deep ground Figure . - Flat ground Narrow Blades. 
Board mounted, complete with 2 sursace plates on wihicn 
holder slides. , H.P. Heavy Duty Motor. 7 x 1% x & 
wheel for flat oa. 5xtx'¥%” wheel for hollow 
grinding. 3xix'%.” for deep eontour grinding. 
WISSOTA MFG. CO., MINNEAPOLIS 4 Gee sclter 

: ee MINNESOTA or Write. 
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Consumer Mailers 


New Wholesalers’ Aids 


for Dealers’ Use 


Book of Gifts featured 
in Weed & Co. promotion 


Books of Gifts is the theme of 
the consumer mailer being offered 
its dealers by Weed & Co., whole- 
saler at Buffalo, N. Y. 

The mailer was prepared for 
Weed & Co. by Meyer Merchandis- 
ing Service, Chicago. 

Featured in the 16-page booklet 
are three pages on kitchen and 
baking accessories, two pages on 
small electric appliances, hand and 
power tools, and sporting goods. 
Glassware, watches and clocks, .nd 
gifts for the home each receive one 
page. Two other pages are devoted 
to gifts for housewives. 

Four holiday coupon specials are 
featured throughout to build traf- 
fic. 

The covers of the booklet feature 
a Christmas theme. The front cover 
has space available for dealer’s im- 
print. 


Ace dealers distribute 
820,000 sale circulars 


Ace hardware stores have dis- 
tributed more than 820,000 copies 
of the 4-page sale circular prepared 
for them by Ace Hardware Corp., 
wholesaler at Chicago. 

The mailer is printed in two col- 


" ; Se 


ors and is newspaper size. Theme 
of the mailer is “parade of values.” 
More than 140 merchandise 











Suggested ) 
Retail ef 
$2.39 4 
INDOOR-OUTDOOR HOME BELL 


Gleaming, polished aluminum bell, 


with satin black ship's wheel bracket. e~ 











SPRING 


THAT SELLI - | Shel 


© A Complete Line SUMMER 


® A High Profit Line 
Suggested 


° A Big Volume Line * ork ee Retail 
BARBECUE BELL %*4-79 


Good tuck horseshoe bracket, polished aluminum bel! with a cleor, lasting fone. 


NOW... Bells that Sell in a complete price 
range! Beautiful gleaming bells that almost sell 





themselves . . . display packaged for a quick trip off your 
counter. And, a price to fit any customer's pocketbook. 


These bells are perfect for Barbecue, Patio, Garden, 
Playroom, Bar, Tool Shed, or Porch. Ideal House 
Warming or ‘back to the country" gifts for 
friends. All year-round sellers . . . 
Fall, Christmas, Spring or Summer, 
anytime is “BELL TIME”. 


PATIO-GARDEN BELL 


A beautiful, fully polished brass bell . . . o big seller 
everywhere, anytime. 


Bevin Bros. Mfg. Company 
105 Duane Street, New York 8, New York 


Please send me more information on Bevin Patio Bells, Home Bells 
ond Barbecve Bells. 





Sa 








R EVIN BROS. 


MFG. COMPANY, East Hampton, Conn. 
Sales Representatives 


JOHN H. GRAHAM & CO. INC. 
as 105 Duane Street, New York 8, N. Y. 


Company 





Addr 





Lcnadibnons 


| 





Ask your jobber about BEVIN BELLS THAT SELL! +... ~~ 
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new! compact chain display 


Here's a sturdy, space-saving sales promoter designed to 
keep chain sales going up, up, up. A full assortment 
of 4 reels of the four most popular and fast moving types 


and sizes of Turner & Seymour small chain. 


Features: Rack of heavy, gauge nickel plated steel rod... red 
and white top-tag . . . plastic-covered non-scratch base. Uses only 
minimum counter space or can be hung if desired. Choice of two 


chain assortments. Stand and 4 reels in one carton. 


There's a wide range of Turner & Seymour chain—sash ¢ 
jack e register ¢ safety ¢ furnace ¢ universal ¢ cable ¢ double 


loop * and many other chains in a complete size range. 


For complete information and prices, 
write today. 


THE TURNER & SEYMOUR MFG. CO. 
TORRINGTON, CONNECTICUT 
V 
— —= = — — — a ——— _ — ail 
(SSS See S Ce eoeeessceEesss 
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New Wholesalers’ Aids 


(Continued ) 





items are featured along with six 
coupon specials. Items featured in- 
clude hand and power tools, paint 
and paint sundries, lighting’ fix- 
tures, bathroom supplies, sporting 
goods, lawn and garden equipment 
and household items. 

The center spread contains house- 
wares items. Two sections offer 
special values. One offers a choice 
of eight bakeware items for 27¢ 
each. The other contains 14 kitchen 
gadgets for 77¢ each. 

Supplementing the circular is a 
complete kit of display material in- 
cluding banners for window and in- 
store use and price cards for each 
item. 

A monthly ad mat service for lo- 
cal newspaper tie-in was worked 
in around the sale theme. 


Liberty Retail Stores 
distribute fall mailer 


Fall Bargain Festival is the 
theme of the fall promotion circu- 
lar prepared for Liberty Retail 
Stores, Inc., by Supplee-Biddle- 
Steltz Co., wholesaler at Philadel- 
phia. 

The circular is printed on four- 
pages, in color, and is newspaper 
size. A special coupon for a 7-at. 


} ; eit tage 

sg hl ae 
48 ? ~ . BP i > < ‘ 
ce” Uae. 
ae - ; 


eee % ~ ee a " 
Ci areww me rien ore 


waste basket and a 1¢ battery sale 
are featured on the front cover. 

Supplementing the circular dur- 

(Continued on page 127) 


ied 


i 
Sines hm om Vt Sine ~*~. 








The Liveliest 


Christmas Self-Sellers 
Estwing Unbreakable Tools 


Gift Wox me | 


or Ee 
re WN i 
, ie Bs aii ; 


w 
onsumer 
_Abiclionl 


World Famous 
Estwing Sportsman's Axe 


Forged One-Piece Head-Handle of Finest Too! Steel 
Unbreakable—Strongest Construction Known EI4A-14 oz. $5.50 


Genuine Sole Leather Grip. Durable in All Weather 


Leather Sheath FREE 


* - — — a. * 
Forged One-Piece Head-Handle of Finest Tool Steel 
Unbdreckable—Strongest Construction Known 
Choice of Curved or Straight Claw Exclusive Nylon-Vinyl { Ginlitin tote 
E3—16C Curved—tList $5.35 Molded On—Will Never Loosen, Come Off or 
E3—16S Straight—List $5.35 Wear Out 


Order From Your Wholesaler NOW! 
Made by the Inventors and World's Only Specialists of Unbreakable Tools 
“Mark of the Skilled” 


ESTWING MFG. CO. DEPT. HA-10 Rockford, Illinois 
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Estwing 
Supreme Nail Hammer 

















THE BIG NAME 
IN GUN 
CLEANING 


GUN CLEANING ESSENTIALS 
THAT CUSTOMERS ASK FOR 


Display = 
them hor 
Fast Sables! 


Wherever guns are used, 
Hoppe’s products are in de- 
mand! Millions of gunners 
and gun fanciers look to 


Hoppe’s for gun protection. | rr‘ Greater Profits — through satisfied customers. 
And consistent national ad- ww, 


vertising keeps Hoppe the ° —_ Appliance Servicemen prefer Laund-R-venT . . . don't settle 
BIG name in gun cleaning. sm ? eee eee , Ae 
Put Hoppe’s Products ong 2 ae for less than the “original” and most complete venting line. 
ood poops —— : ee mn Fe Heavy aluminum construction — nationally advertised — 
them sell on sight! <M. gs , 














ao f a ‘@) 7 . tremendous stock — immediate delivery. 


a ASK 
ee 


YOUR Laund-R-venT accessories for every installation 
JOBBER 


¥ FOR HOPPE’S Order from your jobber now 
FRANK A. HOPPE, INC. 
2314A N. 8TH STREET + PHILADELPHIA, PA. COLE-SEWELL ENGINEERING COMPANY . 


2288 UNIVERSITY AVENUE — ST. PAUL 14, MINNESOTA 
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wvwiss SNIPS 


HOT DROP-FORGED 


A-I0 
tim cerraeo 
» all ee 


hae ees 


ed 


V-10 Solid Steel V-13 Solid Steel 
Combination, 10” long Combination, 7” long 


Ww iISs... Biggest 


J. WiSsS &2 SONS CO., NEWARK 7, N. J. 
World's Largest Manufacturer of Shears, Scissors, Pinking Shears, Skalioping Shears, Metal Cutting Snips and Garden Shears 
Want more facts? Circle 188, p. 73 
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Prize-winning packaging... 
another reason 
YOU SELL MORE WISS SNIPS! 


The Wiss Snips packages are complete displays 
in themselves. They give full sales information 
that is easy to read... helps to take the sales job 
off your shoulders. 

And the new self-service Wiss displays follow 
in specific assortment the N.R.H.A. recommen- 


dations for hardware selling. They are designed 
to give you everything ‘you need in one compact 
selling unit. Wiss snips are competitively priced, 
and there’s a complete 40% discount to dealers 
on all solid steel snips. Next time you order, be 
sure to specify Wiss snips! 


Here are 8 reasons why WISS 
is the best-known name, the best selling line! 


The most complete line — sizes and types to meet 
every cutting need for home and industry. 


Unmatched quality — more quality features — finest 


steel. hot-drop forging, keener edges, easier cutting. 
Result getting advertising that presells for you. 


New products and ideas that add interest and vari- 
ety — promotions that help you sell. 


Outstanding displays — tailored to retailer needs, 
made to create business. 


Value established and maintained—no distress sales 
or markdowns with Wiss. 

E ye-catching, award-winning packages that help 
to make your sales job easier. 


Reputation—more people know Wiss, and want Wiss 
than any other brand. 





M-1 Metal Master 
“Aviation,” 944" long 


M-3R Metal Master With Grips 
“Aviation,” 9%" long 


No. 9 Inlaid Snips 
12144” long 


A-9 Solid Steel 
124%" long 


A-16 Solid Steel 
16” long 





name 


in the business! 


Sold only through the best wholesalers in the business 
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THE NEW 


IN MERCHANDISING 
# : 


TILE FIX 


THE ALL PURPOSE PLASTIC SEALER 
FOR TUB, TILE, SHOWER & SINK 


G 7 OZ. TUBE 
NOW BROUGHT TO YOU ON 
INDIVIDUAL DISPLAY CARD 
WITH BLISTER PACK! 


BORE ORR RE ata 





| 


ih 
aneing 
ij 





; 
Y 








i 


: 





| 


AA 


walla 





aA 


“SCOTCH” BRAND Masking Tape with every paint sale. 


**S$COTCH’’ 1S A REGISTERED TRADEMARK OF 3™ CO. 


Mitwmesora [fftnine ano Affanuractunine company 
-+ + WHERE RESEARCH 15 THE KEY TO TOMORROW 








ee” 


38AS14 extruded 38A14 Track for 
aluminum track %4”by-passing glass 14” by - passing 
with _ fibre inserts doors with fibre in- glass doors, Press 
for '4” by-passing serts. In 4, 5. 6 fits into %” saw 
doors. In 4, 5, 6 and 12-ft. lengths. kerf. In 4, & 6 
and 12-ft. lengths. and 12-ft. lengths. 


o4 


S8AM14 Track for S8SAM314 Triple 


track for %” by- 
passing doors. Press 
fits into %” saw 
kerf. In 4 8 6 
and 12-ft. lengths. 


ys 
+ WATERPROGF / 
emexiae “7 
* QUICK D8 
<a who ) Sunces 
PLASTIC | 
| CERAMIC AND 
| ASPHALT THLE 











‘bad 


SPECIALLY 
PRICED 


oe 


ONE APPLICATION LASTS FOR YEARS 
© MILDEW RESISTANT © INSECT RESISTANT © EASY TO APPLY 
© PERMANENT WHITENESS 

@ FLEXIBLE 
© QUICK DRYING 





Us 


é 
Seal Kite CAULKING CO., INC. 


LOS ANGELES, CAL 
6001 So. GRAMERCY PL 


PACKED 12 IN DISPLAY CARTON 


HIGHLAND PARK MICH 
369 MIDLAND AVE 


tele) 6 4. im. mms 
119 No. ith ST 
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200 Upper T-Guide 48A14 Upper guide 
of extruded alum- for %4” by-passing 
inum. For doors of glass doors. In 4, 
any thickness. In 5, 6 and 12-ft. 
4, 5, 6 and 12-ft. lengths. 

lengths. 


48AM14 Upper 
guide for %4” by- 
passing doors. Press 
fits into %” saw 
kerf. In 4, 5, 6 and 
12-ft. lengths. 


48A314 Triple up- 
per guide for %4” 
by - passing doors. 
Provides own fascia. 
In 4, 5, 6 and 12- 
ft. lengths. 


Track and Guides 
for 4° Sliding 
Glass Doors 


E-Z Glide Tracks are of Extruded Aluminum with self-lubricating, 
machined and vulcanized fibre inserts of great hardness, low 
coefficient of friction and great tensile strength to resist wear, 


® 


corrosion and rust. 


@ installation is quick, easy 


FREE 20-PACE CATALOG UPON REQUEST 


THE ENGINEERED PRODUCTS CO. 


P.O. BOX 118 - FLINT, MICH. - PH. CEdar 9-8689 


@ Silent, fingertip operation 
@ Wide variety of mountings @ Mill or Anodized finish 
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Bent 
at 30° 





Permits nail pulling in 
hard-to-reach corners 
and near baseboards. 


Y 


New Wholesalers’ Aids 
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With conventional 

chisel end bar, the claw 

end many times cannot 

get close enough to pull used to pry nail up 

nails. — to pull with 30° 
end. 


With the Klein-Logan 
double claw bar, the 
“‘chisel”’ end can be 


An improved standard wrecking bar 
with claws at both ends! This new 
Klein-Logan Company exclusive im- 
provement gives you all the prying 
advantages of a chisel end—PLUS 
the use of another claw. It can also 
be used in place of specially de- 
signed wrecking bars which usually 
sell at twice the price. 


Manufactured in the following sizes: 
%x18° %xW %x24 %x3% 
*This size added by popular demand. 


The 


Klein-Logan Co. 


iy a: South 13th Stre a burgh 3 Po 


Manufacturers of 
PICKS « MATTOCKS + HOES + BARS 
HAMMERS + SLEDGES + WEDGES 
MINING and RAILROAD TRACK TOOLS 








cial program 
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(Continued from page 122) 


ing the eight day sale will be a full 
page newspaper ad and one minute 
radio and television commercials. 

Also available with the circular 
are display kits, newspaper tie-in 
mats, pre-printed order forms, and 
radio copy suggestions for use by 
the dealers. 


Promotions 


Manufacturers’ New 
Merchandising Plans 


Hamilton Cosco offers 
9 items for Christmas 
Hamilton Cosco, Inc., Columbus, 
Ind., will promote nine of its prod- 
ucts as Christmas gifts. 
Scheduled to carry the promo- 








tion are full page, color ads in the | 
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November 26 issue of Saturday 
Evening Post and the December is- 
sues of McCalls and Better Homes 


and Gardens. The ads will be keyed 
to the theme “Family living means | 


family giving.” 

Cosco’s juvenile products to be 
featured in the ads include its baby 
crib, baby jumper, folding high 
chair and playpen with nylon net- 
ting sides. 

In addition, five items for the 
family will be shown. They are the 
folding bridge table and chairs, an 
electric utility table, a deluxe brass 
and walnut serving cart, the hour 
glass step stool and a counter stool. 


Supplementing the ads is a com- | 


plete point-of-sale kit for in-store 
decoration. 


Wagner links elections 
with sweeper promotion 


E. R. Wagner Mfg. Co. has 
started a 60-day carpet sweeper 
promotion that ties in with the na- 
tional elections. 

The three-phase Presidential Spe- 
features Wagner’s 

Deluxe, a $7.95 


White House 


_ sweeper that will be sold to dealers 


NEW.. . 
and priced right 


4-SLICE TOASTER 


ANOTHER TIMELY PROFIT- 
MAKER FROM YOUR LOCAL 
LIBERTY DISTRIBUTOR, 


ASK YOUR LIBERTY SALESMAN 
FOR DETAILS. 


Or write 


R. C. VEREEN 


Managing Director 


Liberty Distributors 
Box 95 ~=s—~wPPhila., Pa. 


—— 











Safety Plug Lock 


NEW ELECTRICAL 

SAFETY DEVICE 
PREVENTS COSTLY 
DAMAGE! 


Protects children 
from possible 
harm. Eliminates 


accidental discon 

necting of refrig- 

erator, freezer 

(and consequent 

food spoilage), 

appliances, any 

electrical apparatus that plugs in. Lecks 
plug into outlet, keeps it 

shorts due to partial contact. 


homes, offices, stores, factories. A 
on 4 x 6 skin packed cards of 3 Safety 
Plug Locks per card. Dealer inquiries invited. 


7-HA 


Write for name of 
necrest local distributor. 


SAFETY PLUG-LOCK CORP. 
1270 Broadway 
New Yort |, N.Y. 
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Model P60 
20” 
Suitcase Fan 


6 High Style Models—all with 5-Year Warranty 


All Competitively Priced! 
All Deliver Full Margin to Dealer! 


Motor’s rubber mounted for quieter operation. 
Six gleaming models (in new attractive taupe 
and white finish) include suitcase type, win- 
dow, and stand-mounted portables. 


Model A60R 
Window Fan 
(Electrically 
Reversible) 


Model P60M 
Mobile Fan 


Sold only through wholesalers on a selective basis. 
Write now for full information on fans and for 


FREE sales aid materials available. 6068 


ATLAS TOOL & MANUFACTURING CO. 


5145 Natural Bridge Blvd. St. Louis 10, Mo. 
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Adjustable 


<3 
Pe eS 
5 ee N 
’ he 
. 
bs 
+ 3 
. 
g 
: 


Heavy Wall Chrome 
or Brass Rods, 1” & 1%" O.D 





Shelf 
Support 


Adjustable 
Pole 





Stock Lengths 12 ft. 


Three Step 
Adjustable 
Flange 


Socket 


Pilaster 
Standard 


a. 





161 
Gt lacliil-inel am siae lt 


HANG RODS 


oTale Mit aelalet- 


End Flanges ; 


Adjustable 





® Many other fittings 
available 


® Large stocks for immediate 
shipment 


® Low prices! ... 
eWe also make to order 


S. PARKER HARDWARE MFG. CORP. 


27 LUDLOW STREET © Phone WAlker 5-6300 © NEW YORK 2,N. ¥ 
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Here's Why This ALATA 


KEY-BAK | 


Key Reel 


a COUNTER CARD 


MAKES EASY MONEY Py 


ro) a 
you! ¥ 


(9 "9° 


four BELT 


Wea? if ON 


aye ree man WHO HAS ots / 
Deen 4 


KEY-BAK Key Reel is HIGHLY ADVER- 
TIZED in such magazines as POPULAR 
MECHANICS, TRUE MAGAZINE, etc. 
KEY-BAK advertising is seen by over 
5,000,000 people EACH MONTH. You 
make money from KEY-BAK advertis- 
ing when you prominently display the 
famous self-selling KEY-BAK Counter 
Display Card in your store. We'll tell 
them . . . then, you sell them! Get 
KEY-BAK now from your jobber / 
or write direct. 


OVER TWO MILLION 
KEY-BAKS NOW IN USE! 


Key-Bak is pocket-watch size, highly-polished chrome finish. It’s 
worn on the belt by millions of men who carry keys. Swedish clock 
spring reels in the 24” long STAINLESS STEEL chain; keeps keys 
always safe and handy at wearer's side. LIFETIME GUARANTEE 


West of Mississippi 
LUMMIS MFG. COMPANY 


2242 E. Foothill! Bivd 
Pasadena, Calif 
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RETAIL 


$995 
ORDER IT 
NOW! 


East of Mississippi | 
CTL COMPANY 


wAnem | Stewart Ave 
Wausau, Wisconsin 
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A CALE 
BorG-ERICKSON 
product 
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New Merchandising Ideas 
Looking for more profits, 
better salesmanship? Hun- 
dreds of dealers have used 
this Hardware Age reprint as 
a source of ideas for sales 
training meetings, etc. 


More Sports’ Sales, 25¢ ea. 


How you can increase profit in 
your sporting goods section is out- 
lined in this 32-page Sporting 
Goods Merchandising Guids. Po- 
tential is analyzed, ad ideas de- 
scribed, display improvements sug- 
gested, basic stocks are listed. 


order coples from 


Readers’ Service Dept. 


HARDWARE AGE 


Chestnut & 56th Sts., Phila. 39, Pa. 


Cash must accompany order 











Manufacturers Promotions 


(Continued ) 





for $1.48 on a special purchase pro- 
gram. 

For small dealers, one White 
House Deluxe will be sold for every 
six sweepers ordered in any mix. 

Larger dealers who purchase 50 
Vogue sweepers will receive an 
Eastman Kodak movie camera or 
projector to be used as a prize for 
top-selling clerks. In addition, deal- 
ers will receive a 15 percent ac- 
crued advertising allowance. 

All dealers who purchase 100 
Aladdin sweepers can purchase 14 
White House Deluxe models. They 
will also receive a Kodak camera 
or projector as a sales force incen- 
tive, plus a 10 percent accrued ad- 
vertising allowance. 


Sylvania's color packs 
featured in national ad 

Syvivania Lighting Products will 
insert a four-color, full page ad in 
the Oct. 22 issue of Saturday Eve- 
ning Post, introducing color pack- 
aging of light bulbs. 

Four of the color packs—40-, 60-, 
75- and 100-watt bulb containers— 
will be illustrated. The ad will an- 
nounce a spare bulb holder and will 
also feature Sylvania’s Panelescent 
Nite-Lite. 


Outdoor campaign begun 
by Winchester-Western 


Winchester-Western Div., Olin 
Mathieson Corp., has begun an ex- 
tensive outdoor sign campaign pro- 
moting firearms and ammunition. 
The campaign, which starts this 
month, will run through December. 

Outdoor posters, keyed to local 
hunting seasons, game and ammu- 
nition will be displayed in more 
than 3,000 markets in 48 states. 
The posters will utilize six, full- 
color designs each featuring a dif- 
ferent type of wild game. Full color 
reproductions of the posters in 
various sizes will be provided for 
store windows and counter dis- 
plays. 

Dealer interest will be stimulated 





You can sell this 


AT THE RIGHT PRICE AND 
STILL MAKE A PROFIT! 


YOUR LIBERTY DISTRIBUTOR 
SALESMAN HAS THE STORY. 


ASK HIM FOR DETAILS. 
Or write 
R. C. VEREEN 
Managing Director 


Liberty Distributors 


Box 95 Phila., Pa. 
Want more facts? Circle 198, p. 73 
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MITH 
PRAYERS 


ym 
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“The ladies’ choice.” 
Extremely light in 
weight. Easy to use. 
SMITH SPRAYERS 
and Dusters have 
been choice for 
Quality since 1888 
. » complete 
line of all 
types, styles 
and sizes... 
superior in 
workman- 
ship, design 
and perform- 

ance. 


D.B. SMITH & CO. 


“Originators of Sprayers’’ 


426 Main St., Utica 2, N. Y. Send for 
Canadian Rep. G. L. Cohoon NEW 

1396 St. Catherine St., Catalog! 

Montreal 2, Canada 
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MIRACLE TUB-GAULK 


SENSATIONAL 
FREE GOODS’ 
OFFER FOR LIMITED TIME 


YOU MORE THAN DOUBLE YOUR MONEY! 

















FITLER 
ROPE 


Always Reliable 
wes isn te MANILA 
pa. 3/8" FT. 610 NYLON * 
ais wr. 25 DACRON 

POLYETHYLENE 

POLYPROPYLENE 


NOW IN A NEW PACKAGE 


Fitler Rope is lubricated against internal friction while 
under load and waterproofed to keep it flexible, wet or dry 

. also rotproofed to arrest the growth of mold, mildew, 
fungi and bacteria. Experience has proven it is this inner, 
finer quality which gives Fitler Repe longer life and greater 
dependability in service. 


SOLD BY HARDWARE DEALERS 
EVERYWHERE 


THE EDWIN H. FITLER CO. 


Est. 1804 


Division of Columbian Rope Co. © 


* DuPont Polyester Fiber 


PHILADELPHIA 24, PA. NEW ORLEANS 17, LA. 
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YOUR SPECIAL BONUS PACKAGE CONTAINS: 


1 display 100T (6 Tubes 4'/2 oz. Tub-Caulk) 








2 extra 4% oz. ($1.00 retail) Tubes... FREE 
8 Tubes 4% oz. Tub-Caulk sells for $8.00 
costs you $3.60 
YOUR PROFIT | A SENSATIONAL 


*4.40 | 55% 


PROFIT 














a sensational 55% profit on Tub-Caulk. 

Reported by store after store as their fast- 

est selling item. Customer acceptance and 
| enthusiasm for Tub-Caulk increasing! 





Easy-to-use nozzle for neater, faster Tub- 
Caulk application! 
Dramatic, eye-arresting display. 


APPLIES LIKE TOOTHPASTE. STAYS BRIGHT, WHITE FOREVER! 


BACKED BY BIG ADVERTISING CAMPAIGN! 











MIRACLE ADHESIVES CORPORATION 








250 Pettit Avenue, Bellmore, Long Island, New York 
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Now Nationally Advertised! Now.. 

SPECIFIED IN POPULAR 
EASI-BILD* PATTERNS 


Flush-Mounted, 
*Can't-Slip’’ Nut 
Securely Anchors 
Bolts in Wood! 


ps #: ae 
. Reg. U. S. Pat. Off, 


Build-it-yourself fans will be asking 

for DOT TEENUTS because they'll 

use them as specified in famous 

EASI-BILD PATTERNS for making 

many useful and wanted projects 

around the home. Handymen will 

} want ’em for repairs. Stock up now 

SELF-SERVE on TEENUTS and other items in the 
DISPLAY PAK DOT LINE. 


ORDER FROM YOUR WHOLESALER 
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MORE SATISFIED 
HOME BUYERS 


Prevents wood checking, 
cracking—inside and out 


Ends warping, swelling and 
shrinking of doors, windows 


Eliminates tile “pop outs” — 
protects grout from 
cracking 


Prevents efflorescence of 
plaster, stucco, brick 


Moisture proofs concrete 
floors prior to laying 
asphalt or vinyl tile 


Deep penetrating, colorless Thomp- 
son’s Water Seal locks out moisture 
from any porous material for 5 years 
and longer. Easy to apply by brush, 


spray, roller. 


Recommended by 


Leading Contractors 
Sold by paint, hardware 
and building supply stores. 


* . 


MANUFACTURERS OF FINE PROTECTIVE 
CHEMICALS SINCE 1929 

Meat tadalelaleiti-misls lad 

San Francisco 3, California 


E. A. Thompson Co., Inc 


San Francisco * Los Angeles * San Diego 
Portland * Chicago * Seattle * Denver * Dallas 
Houston * St. Louis * St. Paul ¢ Detroit « 
Philadelphia * New York City * Memphis * 
Cleveland * Factory: King City, California 
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Manufacturers’ Promotions 











(Continued ) 


by a cash prize for the best stories 
on “My Most Exciting Hunting Ex- 
perience.” 

The outdoor campaign will be 
tied in with inserts in 40 maga- 
zines. The magazine inserts will 
contain full-color reproductions of 
the outdoor posters. 


July shipments remain 
about same as in June 


Manufacturers’ shipments in July 
were about the same as in June, 
according to the Dept. of Com- 
merce. 

New orders declined slightly. Un- 
filled orders remained unchanged 
for the first time in months. In- 
ventories were cut moderately. 

Manufacturers’ sales in July 
were $28.1 billion. a drop of $3.5 
billion from June, and a decrease 
of $1.1 billion from July 1959. An 
increase of steel deliveries from the 
June partially offset a 
dip in motor vehicle factory ship- 
ments. 

Manufacturers’ new 
ing July totaled $28.2 billion, $3.3 
billion less than June and $1.2 bil- 
lion below the July 1959 figure. 
Steel orders picked up and nonelec- 
trical machinery was close to June 
rates. Other durable goods indus- 
tries dropped slightly. 

Inventories valued at $54.3 bil- 
lion were $500 million less than 
June, but were $1.2 billion higher 
than July 1959. The reduction cen- 
tered in mild liquidations of non- 
electrical machinery and nonauto- 
motive transportation equipment. 


low rates 


orders cdur- 


Water systems shipments 
down 1 percent in July 


Factory shipments of domestic 
water systems in July were 71,740 
units. This is 1 percent below the 
72.544 units shipped during June, 
reports the Dept. of Commerce. 

July shipments of domestic water 
systems included 13,536 deep-well 
systems; 25,268 shallow-well sys- 
tems; 22,386 convertible jets, and 
10,550 submersible pump systems. 











Be the Profit-Making 
Pace Setter in your 
area with Deluxe 


ELECTRIC BLANKETS 


ASK YOUR LIBERTY SALESMAN 
FOR DETAILS, 


Or write 


R. C. VEREEN 


Managing Director 


Liberty Distributors 


Box 95 Phila., Pa. 


Want more facts? Circle 204, p. 73 





America’s Fastest Selling, 
Most Advertised Line of 
Rat and Mouse Killers— 
Outsells All Others 
Combined! 


Pre-Sold To Your Customers 
Through Powerful Radio, Maga- 
zine, Farm Journal, Local News- 
paper Advertising! 


GET TOP TURNOVER— 
BIG PROFITS with tna 


THE d-CON COMPANY. INC. 
1450 Broadway N. Y 


Want more facts? Circle 205, p. 73 
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HARDWARE CONVENTION SPECI/AL WELDWOO0D 


ad - 

Here’s a double-barreled profit 
opportunity you can’t afford to 
miss! The sales-boosting, self- 
service Weldwood* Wood Fin- 
| ishes Center—yours, at a special 
| | od low price—when you take advan- 
ese a meen cst tage of this special offer on the 
fast-selling line of Weldwood 
Wood Finishes with the high- 

profit 50% discount. 
Weldwood Wood Finishes are 
nationally advertised in Better 
Homes & Gardens, American 
Home, Popular Mechanics, Pop- 
ular Science, Mechanix Illustrat- 
ed, and leading business papers 
read by your professional wood 

finishing customers. 


ODOC TS 10 PRESERVE AND 


SELF-SERVICE MERCHANDISER is a per- 
manent selling tool for your store. It features 
a header with 40 real wood samples that 
show your customers the wide variety of 
effects they can get with Weldwood’s com- 
plete line of quality wood finishes. 


ais 
7 





*Here’s the profit-packed deal Product Size price Ea. Quan. Discount 


to get you started SPAR VARNISH . 


Quart 2.65 6 
Ib. 


DEALER COST LIQUID PASTE WAX Quart 149 


Gallon 


: ’ ALL 
Merchandise (list less 50%) , SATINLAC Quart 2.55 PRODUCTS 
AT 


Regular $69.95 Display ' SATINLAC LIGHTENER P tonal 235 r 50% 


Total Dealer Cost CLEAR FIRZITE 
(Merchandise & Display) 


Quart 


WHITE FIRZITE Quart 


Redwood Quart 
DEALER PROFIT Driftwood Quart 

Sierra Brown Stain Quart 
Retail Value Merchandise Coscade Groen Stain Qvort 


WOOD PRESERVATIVE Qua 
Dealer Cost Merchandise - 


-_o- See the We/dwood Wood Finishes Center at the National Hardware 
Dealer Profit Merchandise : Show, Booth #157, New York Coliseum, Oct. 10 to 14, 1960 
Want more facts? Circle 206, p. 73 
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WOOD FINISHES CENTER 
0% DISCOUNT 


gal 
FULL 


ON EVERY PRODUCT IT HOLDS’ 


ee ey, 
“eo $ - 


Weldwood Exterior Clear Spar 
Varnish. The ultimate in beauty 
ond protection for ali exterior 
woods. Its high gloss is unexcelled 
for clarity, elasticity. and resist- 
ance to discoloration, checking, 
fungus, even in severe weather. 


Weldwood Clear Firzite”. A pen- 
etrating resin sealer to prevent 
wild grain when painting or stain- 
ing softwoods such as fir, pine, 
etc. Also serves as an excellent 
bose for stains when tinted with 
colors-in-oil. 


WELDWOOD 


Products of United States Plywood 


HURRY! Act now while this special offer lasts. Use this coupon 
to order your free self-service Weldwood Wood Finishes 
Center, complete with contents at their full 50% discount. 


Offer expires Oct. 31, 1960. 


Weldwood Paste Wax. A hard- 
drying carnauba paste wax, tops 
for clarity, toughness, gloss. Resists 
water spotting, protects as it beau- 
tifies. Also: Weldwood Liquid Paste 
Wox, self-cleaning wax for wood, 
vinyl, cork floors. 


Weldwood White Firzite. Similor 


to Clear Firzite, but with a white 
pigment that makes it ideal as a 
first coat in painting. Reduces 
grain raise, checking. Also ideal 
as a wipe to achieve blond, pickled, 
and limed effects. 


” ¥ : 
eo 


proved formula with greater solids 
content goes farther, works easier, 
is nearly odor-free. Brings out and 
preserves wood's natural beauty 
with no “build up” look. Does 
not yellow. 


Weldwood Exterior Stains. In 4 


long-lasting beautiful shades: Red- 
wood, Driftwood, Sierra Brown, 
and Cascade Green. A deep- 
penetrating, hard-drying formula- 
tion of oils, resins and pigments 
that resist fading. Easy to apply. 


“"- 


Weldwood Satiniac”. New, im- 


as 


a? 


uae 


Weldwood Satinlac” Lightener. 
New, anti-wetting agent to pre- 
vent darkening that usually occurs 
when new wood is finished. Retains 
the native wood tone when fol- 
lowed by finish coats of Weldwood 
Satinlac. 


Satay » vw es O®- oo 
Weldwood Wood Preservative. 
A highly water-repellent sealer 
for wood exposed to weather, 
woter, or in contact with soil. Rich 
5% Pentachlorophenol content 
assures protection against termites, 
rot, fungus. 


| United States Plywood 





My Name...... 
Street Address. . 
Goce ccvesccss 


Store Name..... 


[]} Bill me 


EE Te 
ee ., 6 16 de db eeek obese tencesee 
De 6 don boneee 60669064 04CCER ess teh noe 


| Dept. HA 10-6-60, 55 West 44th Street, New York 36, N. Y. 


Can't make the convention. Please rush me my 
Center at special price of $127.26. 


Weldwood Wood Finishes 


C) Bill my jobber 


. State. 


7 


0. cup cues que Gu GEE GEE ED ED CED CEE aD GE CED aE eae Dam eae ene eawat 
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News About Dealers: 94-Year Old Store 
Changes Hands; Building to be Remodeled 





Pleasant Hill, Mo. — The 
oldest business in town 
changed hands in September 
when PEARCE HARDWARE Co. 
was purchased by William 
P. Gray, owner of a furni- 
ture company. The hardware 
store name has been changed 
to GRAY FURNITURE, HARD- 
WARE & SuppLty Co. The 
double building, which has 
been the store location since 


1881, will be remodeled inside 
and out. A long time em- 
ploye of Pearce, Joe Faubion 
has been named store man- 
ager. Mr. Gray started his 
retail career in 1935 with 
Western Auto Stores. 


Honolulu, Hawaii—A 
$300,000 expansion program 
got under way recently for 

(Continued on page 142) 





Arnold Moe is S & M 
Merchandise Manager 


Arnold Moe has been pro- 
moted to general merchan- 
dise manager of S & M Co., 
Minneapolis wholesaler. He 
was housewares and gift- 
wares merchandiser. 

Mr. Moe has been with S 
& M since 1937 and has 
served in the operating and 


ARNOLD MOE 


W. A. LEE 


sales divisions as well as the 
purchasing department. 

S & M has also appointed 
W. A. Lee to succeed Mr. Moe 
as housewares and giftwares 
merchandiser. Mr. Lee is a 
veteran buyer in the whole- 
sale hardware field. 


Henry G. Roth Honored 
At Anniversary Dinner 


Henry G. Roth, vice presi- 
dent of Ott-Heiskell Co., 
wholesaler in Wheeling, 
W. Va., was honored with a 
dinner marking his 50th year 
with the firm. 

All employees attended the 
event held at the Mark Ken- 
nedy farm, St. Clairsville, 
Ohio. A special menu was 
made up for the occasion and 
a silver plaque was presented 
to Mr. Roth. 

Sharing honors was Mr. 
Roth’s wife, Gertrude, a for- 
mer employee of the firm. 
(See photo on page 143.) 


Hammersley Named 


William S. Hammersley 
has been named sales man- 
ager of stainless steel and 
silver-plated flatware for 
Gorham Co., sales subsidiary 
of Gorham Mfg. Co., Provi- 
dence, R. I. He was general 
sales manager of the whole- 
sale division of Wallace Sil- 
versmiths, Wallingford, 
Conn. 
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CLIFFORD ANDERSON 


Anderson Appointed 
DAP Sales Manager 


Clifford Anderson has been 
appointed sales manager of 
DAP, Inc., Dayton, Ohio. He 
has been assistant sales man- 





ager for the past three years. 

Mr. Anderson, who has 
been in the sealing industry 
for 23 years, was sales man- 
ager for Armstrong Co., Chi- 
cago, before that company 
merged with Dicks-Pontius 
Co. in 1957. 

In another move, DAP has 
named H. W. Somershoe as- 
sistant sales manager. 


New Subsidiary Formed 


Bright Star Industries, 
Clifton, N. J., has formed a 
new subsidiary by acquisi- 
tion of Charles Gulotta Co., 
Inc., Glendale, N. Y. The 
Gulotta Co. manufactures re- 
flectors and specialty prod- 
ucts for bicycles and auto- 
mobiles. 


NWHA, AHMA, NASMD Annoance Programs 
For Another Convention at Atlantic City 


HOWARD W. PRICE 
NWHA president 


Distribution cost account- 
ing, warehouse operating 
costs, and turnover will be 
the principal subjects at the 
Atlantic City convention Oct. 
16-19. 

This is the joint conven- 
tion of three hardware as- 
sociations: National Whole- 
sale Hardware Assn., Ameri- 
can Hardware Manufactur- 
ers Assn., and the National 
Assn. of Sheet Metal Distrib- 
utors. 

The sessions will be held 

(Continued on page 136) 


oh 


JOHN GIBSON, Ill 
AHMA president 


A. B. LEWIS 
NASMD president 
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HUGH C. HOLT 


Hugh C. Holt Appointed 
Rome Co. Sales Manager 


Hugh C. Holt has been ap- 
manager of 
Rome Hardware Co., whole- 


pointed sales 


saler in Rome, Ga. 


Mr. Holt was Alabama and 


northern Georgia sales repre- 
sentative for C. M. McClung 
& Co., Knoxville, Tenn., 
wholesaler. 

Mr. Holt will be in charge 
of both house and outside 
sales for Rome Hardware. 


Wesley Green Named 
By American Screen 


Wesley Green has been 
named sales manager of 
brand products for American 
Screen Products Co., Chi- 
cago. 

Mr. Green, a veteran of 
the building products field, 
was Midwest district man- 
ager for aluminum compo- 
nents of Hunter-Douglas 
Corp. 





James P. Townley Is Elected President of 
Kansas City Hardware Wholesale Company 


James P. Townley is pres- 


ident of Townley Metal 


Hardware Co., Kansas City 


wholesale company. 


Webster W. Townley who 
was president, becomes chair- 
man of the board. Edwin R. 
board 
vice- 
and 


Morrison, who was 
chairman, becomes 
chairman of the board 
general counsel. 


Other officers of the com- 
pany are Robert F. Lindsay, 
vice-president in charge of 
A. E. Bartholomew, 
Robert 


sales; 
treasurer; and J. 
Strandmark, secretary. 

Mr. 


Museum. 


Webster Townley became 
in the company in 
1926, and was elected presi- 


active 


dent in 1951. 


Webster and James Town- 


Townley became ac- 
tive in the company in 1933. 
He has been vice-president 
and general manager since 
1951. He also is vice-presi- 
dent of the National Whole- 
sale Hardware Assn., a di- 
rector ef the University 
Club and on the board of 
governors of the Kansas City 


JAMES P. TOWNLEY 


ley are grandsons of James 
P. Townley who started in 
the company in 1884 as dis- 
tributor of tinners’ supplies, 
stoves and metal products. 

The present warehouse 
goes back to 1895 when the 
first lot at 2nd & Walnut 
was purchased. Over the 
years most of the property 
in the block was purchased 
and the warehouse extended.* 
Last year the second loca- 
tion used by the company 
was reacquired. 


*HA, June 7, 1956, ''Townleys 
ze Warehouse.'' 


Modern- 


Bostwick-Braun Starts Promotion Campaign 
To Help Dealers Compete in Today’s Market 


Television stations will 
be flashing commercials on 
screens in homes throughout 
the Detroit and Toledo areas 
later this month advertising 
Good Neighbor Hardware 
and Houseware Stores. 


This will be the start of 
Bostwick-Braun Co.’s dealer 
merchandising-store identifi- 
cation program. 

The program is this Toledo 
wholesaler’s concept of how 
a wholesaler can help his 
dealers meet today’s com- 
petitive conditions. 

“Fully awake, full-function 
hardware and _ houseware 
wholesalers are the solid 
foundation of this business, 
and wise dealers build their 
success on them,” observes 
H. L. Thompson, Jr., presi- 
dent of Bostwick-Braun, in 
announcing the program. 

The tools provided by Bost- 
wick-Braun for its dealers 
are merchandising, advertis- 
ing, and promotion programs. 
Included in the program is 
store identification, profes- 
sional window displays, in- 
store pennants and banners, 
and consumer mailers. 

The first advertising cam- 
paign will start the week 
of Oct. 16. Spot announce- 
ments will advertise products 
and give dealer store ad- 
dresses on television stations 
in Detroit and Toledo. More 
than 300 dealers have been 
licensed as Good Neighbor 
stores. 

Dealers in other areas 
served by Bostwick-Braun 
will be added as the plan ex- 
pands. The Bostwick-Braun 
territory includes Ohio, Mich- 
igan, Indiana, parts of West 
Virginia, Kentucky, Illinois 
and Wisconsin. 

Good Neighbor stores will 
be supplied with professional 
window displays seasonally 
to tie in with the planned 
special events. 

The theme of the fall cam- 


paign is the Christmas gift 
season. Early next year the 
promotion will be on spring 
goods. 

Emphasis on the television 
announcement will be creat- 
ing the image of the Good 
Neighbor Stores. 

Individual stores take the 
spotlight as their name and 
address is announced. 

All stores in the program 
participate on each commer- 
cial through the emphasis on 
the Good Neighbor name 
which ties in with the identi- 
fication of all stores in the 
program. 

(Continued on page 142) 





Bingham Again Offers 
Dealers’ Sales Course 


A dealers’ sales training 
course will be conducted on 
the premises of W. Bingham 
Co., Cleveland wholesaler, 
for the second time. A sim- 
ilar course was conducted 
last Spring. 

M. E. Rogat, director of 
the American Training In- 
stitute, Cleveland, will con- 
duct the sessions. The course 
is to help new hardwaremen 
and to improve the experi- 
enced hardwareman through 
subjects ranging all the way 
from “Elements Necessary 
for a Professional Sales- 
man” to “How to Sell Hard- 
ware in Spite of Discount 
Houses.” 

Classes start Oct. 19 and 
will be conducted from 7 to 
9 p.m. on five successive 
Wednesdays. 


Houghtaling Named Reo 
Products Sales Manager 


Donald Houghtaling has 
been named sales manager of 
Reo Products, by Motor 
Wheel Corp., Lansing, Mich. 

Mr. Houghtaling was ser- 
vice manager of Reo’s con- 
sumer products division. 
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“LIFT TEST” 
helps you sell the new 1961 HAHN 


POW-R-BOY 66 


ROTARY TILLERS 


proves most of the 
weight is on the tines 
for best “dig in’... 
easy handling 


Try it yourself. Then ask your customer to do it. Lift 
up on the handles of a Pow-R-Boy. Notice how easily 
you can lift the wheels from the ground. That’s because 
93% of the weight of the tiller is concentrated on the 
tines where it will do the most good for digging in. 
Very little of the weight is transmitted to the handdes 
where you have to wrestle with it. Make the same test 
on any other tiller and note the difference! 


Other selling features: Power reverse operates at half 
forward speed for easy managing. Instantly detachable 
10-inch wheels and instantly adjustable depth bar. 3 
and 314 h.p. engines with power to spare, thanks to 
35-to-1 gear ratio. 16” to 24” widths, up to 48” with 
extension tines. Hahn tines or Universal tines. Recoil 
starter standard. Impulse starter optional. 6” and 8” 
furrower attachments optional. 


SEE US AT NATIONAL HARDWARE SHOW 
Booths 1082-1055, Coliseum, New York, Oct. 10-14 
A few good distributorships still available. Mail coupon today! 


HAHN ING DEPT. HA-1060 
’ » EVANSVILLE, INDIANA 
Send me confidential trade information about the new 1961 


HAHN Pow-R-Boy Rotary Tillers (check type of business): 
[] DEALER [] DISTRIBUTOR 





NAME 
ADDRESS 











J 























_managing director, 
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News of the Trade 





Demshar, Hennen in New Worthington Posts 


Geo. Worthington Co., 


Cleveland wholesaler re- 
cently appointed Joseph 
_ Demshar, 
_manager of the dealer div- 


Jr. (left) sales 


sion and Edward R. Hennen 
(right) 
hardware purchasing. 
HA, Sept. 22, p. 363.) 


acting manager of 


(See 





Atlantic City Plans 
| Announced by 3 Groups 


(Continued from page 134) 


_ at the Dennis and Shelburne 
| Hotels. The conference booth 


sessions will be at Convention 


| Hall. 


The Atlantic City conven- 


| tion opens with the tradi- 
_ tional Presidents’ Reception, 
on Sunday, Oct. 16, at Bor- 
_ton Hall, Hotel Dennis, be- 
| ginning at 5:30 p. m. 


Then the Central States 


| Hardware Club holds its 20th 
| annual 
Shelburne Hotel. 


stag party at the 


Here is the schedule of 
business meetings and speak- 
ers: 


Monday, Oct. 17 


10 a. m. — NWHA open 
session, Borton Hall. 

Thomas A. Fernley, Jr., 
reports 
on activities of the associa- 
tion. 

Howard W. Price, presi- 
dent, will make the annual 
president’s address. 

Allston Vander Horst, 
Wm. H. Cole & Sons, Balti- 
more, and Donald E. Firor, 
vice-president, Fries, Beall 
& Sharp Co., Springfield, Va., 
will speak “Effects of New 


Warehouses on Operating 
Costs.” 

Jack Mueller, Beltrami 
Hardware Co., Bemidji, 
Minn., “How the Turnover 
Handbook Works For Us.” 

Burrows Morley, vice-pres- 
ident, Morley Bros., Sagi- 
naw, Mich., “How we Have 
Utilized The NHRA Turn- 
over Handbook.” 

10 a. m. — NASMD open 
session, Garden Lounge. 

R. Bruce Wall, secretary, 
will report on activities on 
the association. 

“Office Billing Procedures 
and Machines,” Clayton E. 
Caddy, vice-president, Kins- 
ner Supply Co., Cleveland; 
and J. H. Wilkinson, J. H. 
Wilkinson Co., Greensboro, 
N. C. 

‘*‘Complete Fire Protec- 
tion,” Roger K. Becker, pres- 
ident, Ohio Valley Hardware 
Co., Evansville, Ind. 

“Inventory Control Sys- 
tems,” A. B. Lewis, presi- 
dent, Palmer-Donavin Mfg. 
Co., Columbus, Ohio. 

“Training Our Personnel,” 
Norman Herr, president, 
Bayonne Steel Product Co., 
Newark, N. J. 

“‘New Products and Meth- 

(Continued on page 140) 





news in brief of 


MANUFACTURERS AGENTS 


@ Woodhill Chemical Co., Cleveland—Florida to Harold D. 
Hester Associates; North and South Carolina to Cravens 


& Rumley, Inc. 


@ Plastic Products Corp., Cleveland—Missouri, Iowa, Ne- 
braska and Kansas to William J. Meskill & Associates, 
Kansas City, for plastic and glass fiber products 


@ Electric Sprayit Div., Thomas Industries, Inc., Louis- 
ville—Oregon, Washington, Nevada, California, Alaska and 
Hawaii to Lynn & Brooks, Los Angeles. 





THE ALL NEW FLETCHER 
LINE OF PRODUCTS 


THESE ITEMS YOU SHOULD STOCK NOW 


V1 


BALL BEARING GLASS CUTTERS 

A new Ball Bearing glass cutter for maximum 
efficiency. Each cutter is in a plastic Vest Pocket 
Holder with an oil pad. Wheel is protected and 
lubricated. 


5 LINES OF PUTTY KNIVES 

An excellent assortment of putty knives and wall 
scrapers. One brand covers all requirements. Makes 
purchasing simple and economical. 


IMPROVED WOOD SCRAPERS 
All FLETCHER Wood Scrapers are now equipped 


for fast simple blade changing. A new blade in 10 
seconds. 
DISPLAYED AT THE NATIONAL HARDWARE SHOW 


THE FLETCHER-TERRY COMPANY 
964 SOUTH STREET ° FORESTVILLE, CONN. 
Want more facts? Circle 208, p. 73 





FEATURES 
Seam-Lock Construction 
Heavy Gauge Stee! 
Accurate Graduations 
Eye-Appealing Design 
Can Be Burned Out 
Leak Proof 
Rust Resistant 


Write for catalog. 


# HOWARD HARDWARE PRODUCTS, INC. 


Newark 8, New Jersey 
Want more facts? Circle 209, p. 73 











Do floor nails 
rip into your 


Holt demountable 
drum cushion keeps 
rental sander 
always working 


For rugged 

rental trade. 

Only Holt Streamliner 8 
Floor Sander 

exhausts dust thry 
removable handle. 


When you rent Holt sanders you have the profitable advantage of 
patented demountable drum cushion that you can replace on the 
job or in your store in a matter of 5 minutes. All you have to do 
when the inevitable damage to cushion occurs, is loosen one nut, 
take off the old cushion, slip on the new one — and you're in 
business again. You don’t even remove the drum—just the cushion 
itself comes off. Thus there’s no lost rental while waiting a num- 
ber of days for an exchange drum from the factory, or for a re- 
paired cushion to “set”... no need to tie up capital in spare drums. 


To remove cushion, 
loosen this nut. 


Slip off old, slip 


’ _—— on new cushion. 


Another exclusive advantage for you is the streamlined design 
of the Holt rental sander. For example, there’s no separate pipe 
for dust exhaust. Dust is carried up thru the handle pipe into the 
dust bag, leaving the machine free of gadgets that catch and 
break. It’s easy to put into and take out of private automobiles. 
For full details, mail coupon NOW. a 


) dal () [jm " o fee co. 


669 - 20th St., Oakland 12, Calif., or 272 Badger Ave., Newark 8, N. J. 


HOLT MFG. CO., Dept. P-10 
669-20th St., Oakland 12, Calif., or 272 Badger Ave., Nework 8, N. J. 





Please send me folders describing Holt rental machines. 


NAME 





POSITION 





J 





ADDRESS__ 
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Rake 
it in 
with Du Pont 
paints 


® he 9p ae Pe Baye raiP XK, Pew oe FT 5 ae 


Here is DuPont's big, ten-pronged 
MONEY RAKE for 1961! Look how it 
can pull in more paint business 

for you—and pile up extra profits! 


Want more facts? Circle 211, p. 73 
138 ¢ HARDWARE ACE, October 6, 1960 





NEW “‘LUCITE’’® Acrylic House Paint, the greatest 
development in exterior finishes in a generation. A 
high-profit paint that is taking hold fast! 


NEW COLORS for the new decade! Hundreds of 
fresh, style-setting shades! Matching colors in flats, 
enamels and rubber-base paints. 


COLOR MASTER—Du Pont’s new color mixing ma- 
chine! Accurate! Simple! Compact! Inexpensive! Gives 
you unlimited colors, 50% saving on colorant costs! 


IDEA CENTER. Colors! Ideas! How-to-do-it informa- 
tion. Library of decorating books. All contained in 
modern, compact floor unit. Helps to make your 
store decorating headquarters. 


ADVERTISING. Du Pont ‘Show of the Month’’ on PAl NTS 
TV. Gorgeous color ads in Reader’s Digest, Saturday 


Evening Post, etc. Hard-hitting newspaper campaign! REG. us. pat. OFF 
Radio and TV spots. Better Things for Better Living . . . through Chemistry 








COLOR BOOK—new 48-page decorating book for 
mailing! Imprint on cover marks your store as No. 1 
source for new ideas, new colors, new paints. Puts 


you in the big leagues. Put DuPont's MONEY RAKE to work for you! 


3 Mark and mail the coupon for complete details! 
SALES AIDS. Year-round display programs! Com- 


plete promotion packages! Co-op advertising! Clerk 
training! Expert help in store layout, financial man- 
agement, technical service! 


E. |. du Pont de Nemours & Co. (Inc.) 
Finishes Division, Dept. HA-610 
Wilmington 98, Del. 
INDEPENDENT DEALER POLICY. When you sell 
the Du Pont line of paints, you don’t have to worry 
about competition from company-owned retail outlets. 


I’m interested... please send me the details 
on Du Pont’s paint line for 1961! 





STARTER PLAN. Du Pont will get you started with 
display signs, special advertising, in-store demon- 
Strations, imprinted decorating books. 





Store name 


Address 


DU PONT RESEARCH means more profit oppor- 
tunities for you—through remarkable new paint prod- 


ucts (such as ‘‘Lucite’’) and high standards of quality. \ 
Want more facts? Circle 211, p. 73 
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the only place 
they won't stick 
IS On 

your shelves 


Elmer's full line turns over fast—and presto! Profits go up. No 
wonder—with all the ads in top consumer magazines backing 
these great glues. Stock all of them. See your supplier or write 
The Borden Co., 350 Madison Avenue, New York 17. 


ts: 
oo % SB ath P 
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brief reports of 


News of the Trade 


MANUFACTURERS’ SALESMEN 


@ Weller Electric Corp., Easton, Pa.—Three regional sales 


managers have been named. 


Donald Ratterree has joined 


Weller to cover Texas, Oklahoma, Arkansas, Mississippi 
and Louisiana, with headquarters in Richardson, Tex.; 
Russell Winkelmann to Michigan, Ohio, Indiana and Ken- 
tucky, with headquarters in Detroit; John W. Hand from 
northern California and Nevada to all of California, 
Nevada and Arizona, effective Dec. 1. 


@ Rubberset Co., East Newark, N. J.—Robert L. Emerick 
from mid-Central transportation sales and service to mid- 
Central states sales representative, with headquarters in 


Kansas City. 





Atlantic City Plans 


Announced by 3 Groups 
(Continued from page 136) 


ods,” Orin J. Lockwood, Jr., 
Binghamton (N. Y.) Hard- 
ware Co. 

“Evaluating RDMI for the 
Distributor,’’ S. M. Van 
Kirk, managing director, 


_Roof Drainage Mfrs. Insti- 
| tute, Chicago. 
| Tuesday, Oct. 18 


9:30 a.m.—NWHA and 
NASMD joint session, Bor- 
ton Hall. A. B. Lewis, 
NASMD president, will open 
the meeting. 

“Role of The Distributor 
in The Metal Industry,’’ 
Archer W. P. Trench, presi- 
dent and publisher, Ameri- 
can Metal Market, New 
York. 


“Checking Integrity and 


| Honesty of Employees,” Nor- 


man Jaspan, Norman Jaspan 
Associates, New York. 

“Creative Thinking Can 
Improve Your Entire Com- 
pany and Personnel Out- 
look,” Dr. Bernard B. Gold- 
ner, LaSalle College, Phila- 
delphia. 

9:30 a.m.— AMHA open 
session, Hotel Shelburne 
Ballroom. 

John Gibson III, president, 


will open the meeting. Ar- 
thur L. Faubel, 
| treasurer, will make the an- 
nual report, followed by an- 


secretary- 


nual membership meeting 
and election of officers. 
Speakers and their subjects 


| are: 


Robert R. Bowie, director, 
Center of Internal Affairs, 
Harvard University, ‘The 
International Outlook for 
the 1960’s.” 


Raymond Moley, contrib- 
uting editor, Newsweek, 
“Politics And The Election 
Outlook.” 

Wednesday, Oct. 19 


9:30 a.m.— NWHA open 


session, Borton Hall. 

“Better And More Effec- 
tive Catalogs at Lower Cost 
to Wholesalers and Manu- 
facturers,’’ W. E. Smith, 
president, Oklahoma Hard- 
ware Co., Oklahoma City, 
Okla. 

“Better Purchase Orders 
And Manufacturers’ In- 
voices Can Provide Real 
Savings,” R. C. Neely, Jr., 
president, Amarillo (Texas) 
Hardware Co. 

“Equal Taxation is a 
Must,” H. L. Thompson, Jr., 
president, Bostwick-Braun 
Co., Toledo, Ohio. 

“Knowledge of Our Costs 
Can Provide Remedies For 
Handling of Currently Un- 
profitable Lines,’’ U. J. 
Kuhre, vice-president, Stre- 
vell Paterson Hardware Co., 
Salt Lake City, Utah. 

“DCA—A Valuable Too! 
For Greater Profits,” S. T. 
Exley, president, Harper & 
Reynolds Corp., Los Angeles. 

The Convention Booth 
program at Convention Hall 
will be held from 2 to 5 p.m. 
Oct. 17 and 18. 

Following are general and 
social events of the conven- 
tion. 

Oct. 15, 1 to 5 p.m., regis- 
tration, Hotel Dennis. 

Oct. 16, 10 a.m., regis- 
tration, Hotel Dennis. 
NWHA executive committee 
and advisory board meeting, 
10 a.m, to 4 p.m. 

Oct. 17, NWHA and 
NASMD Forty and Under 
Breakfast, 8 a.m. Hotel Den- 
nis. NWHA and NASMD 
Forty and Under Wives, 
breakfast, 10 a.m., Hotel Den- 
nis. NASMD executive com- 
mittee luncheon, 12:15 p.m., 
Hotel Dennis. Ladies’ lunch- 
eon, 1 p.m., Shelburne Hotel, 
speaker, Hensliegh Wedg- 
wood, sixth generation of 
Wedgwood pottery family of 
England. 

Oct. 18, X-Club luncheon, 
12:30 p.m. 





| | 
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the FINEST tools 
YOUR CUSTOMERS CAN BUY 


GREW ARK air-custionen 


PRECISION-BALANCED HAMMERS 


a va pROFITS/ 


THE GREAT NECK ONE- 
PIECE FORGED-STEEL 


Combines the best 
in too] workmanship 
with the finest of tool 
steel. Unsurpassed. 
one-piece hand tool 
that permits effort- 
less wrist motion. 
Electrically hard- 
ened mirror polished 


head and rubber 








For Silent Door~Operation in 


Schools, Hospitals and Other 
Industrial & Commercial Bldgs. 


CHICAGO 


SPRING PIVOT HINGES 


@ Double Acting @ Smooth, Noiseless 
@ Fewer, Slower Oscillations @ Low Initial Cost 
@ Economical Installation and Maintenance 


@ Applied to Surface of Floor 


@Jamb Attaching Plate for 
Concrete Floors 


@ Foot Lever Release to Hold 


Door Open at Any Desired 
Position 


(NOT SHOWN) "Silentex" Type 
16001 same as shown without Foot 
Lever Release 

"RELAX" 

TYPE 6001 


for the (CHICAGO) 
Trademark ‘aace CH ICAG Maan 
Hordwore Since 1895" SPRING HINGES 














Chicago Spring Hinge Co. 





1500 CARROLL AVE., CHICAGO 7 


3% 
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cushioned grip 
makes this hammer 
a must for today’s 
working pleasure. 


THE GREAT NECK | 
TUBULAR 
Perfectly balanced 
its all steel from head 
to handle. Tough 
Tubular alloy tool- 
steel shaft can’t bend 
or break. Shaft is 
permanently locked 
into electrically 
heat-treated, forged- 
steel head—balanced 
to produce extra 
power. Modern air- 
cushioned non-slip 
rubber grip is per- 
manently fused to 


the shaft to absorb 
shock. 


STYLES: Curved and Straight Claw for everyone: home- 
owners, craftsmen, professionals. 16 oz. an 


ofe d 20 oz. heads — 
packed 4 per box. Individually boxed for Xmas and for year- 
round gift-giving. 


WRITE FOR COMPLETE CATALOG 
OF TOOLS AND KITS FOR EVERYONE 


GREAT NECK 
HV NANIFACTURERS,N 


Want more facts? Circle 215, p. 73 
HARDWARE AGE, October 6, 1960 © 14] 








News of 


Live Outdoor Power Tool Demonstrations 


New Feature at Allison-Erwin Fall Show 


ao 
_ 


Automobile award presented to R. B. Wilson, Akers Center Hard- 
ware & Supply Co., Gastonia, N. C., by Ed. Byrd, vice president, 


hardware division, Allison-Erwin. 


Live demonstrations of out- 
door power equipment were a 
new feature at the Fall 
Hardware-Housewares Mer- 
chandise Show of Allison- 
Erwin Co., Charlotte, N. C., 
wholesaler. 

Allison-Erwin officials re- 
ported the following results 
of the Show: 

American-made hand tools 
are holding their own in 
price and sales volume in 
competition with 
Wrench sets, hammers, pliers, 
rakes and shovels were in 
demand in this category. 

Dealers were interested in 
promotion items such as glass 
and ceramic cookware, cut- 





Keen Kutter Bought By 
Meyer Merchandising 


Meyer Merchandising Ser- 
vice, Chicago, has acquired 
the rights of the Keen Kut- 
ter trademark. 

Keen Kutter was the pri- 
vate label merchandise trade- 
mark used by Shapleigh 
Hardware Co., St. Louis 
wholesaler. Shapleigh ended 
wholesale hardware opera- 
tions early this year. 

Meyer intends, according 
to Russell Cook, merchandise 
manager, to franchise dis- 
tributors to handle Keen 
Kutter branded items as part 
of a plan to develop a store 
identification program. 


Weller Advances White 


Louis W. White has been 
named assistant manager of 
Weller Electric Corp., Eas- 
ton, Pa. Mr. White had pre- 
viously served as eastern re- 
gional sales manager. 


142 ¢ HARDWARE ACE, October 


imports. 


lery and kitchen tool sets, 
and small appliances. 

Dealer purchases indicated 
greater interest in operat- 
ing hardware-houseware-gift- 
ware store against the old- 
fashioned concept of the 
hardware store. 

Exhibitors reported some 
caution among dealers buy- 
ing in depth, but there was a 
trend to a wider variety in 
numbers of lines. 

Attendance was up 64 per- 
cent over 1959. 

Allison-Erwin officials re- 
port excellent sales volume 
on fall and winter goods, and 
good volume of future buying 
of power mowers, tillers and 
allied lines. 





Dates Announced For 
Wholesalers’ Shows 


Albany Hardware & 
Iron Co., Dealer Show, 
Jan. 22-24, at company 
offices, Broadway at 
Arch St., Albany, N. Y. 

Wm. L. Blumberg 
Co., Inec., Christmas & 
Gift Show, Oct. 23, at 
company offices, 1133 
Manhattan Ave., 
Brooklyn, N. Y. 

Piedmont Hardware 
Co., Annual General 
Trade Show, Feb. 15- 
16, at company offices, 
554 Craghead St., Dan- 
ville, Va. 


Weed & Company, 
Buffalo, N. Y., Dealer 
Trade Show, Jan. 8-11, 
at Statler-Hilton Hotel, 
Buffalo, N. Y. 


Dates of other wholesalers’ 
shows announced rreviously 
are shown in the Convention 
Calendar on page 94. 
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the Trade 


Bostwick-Braun Starts 
Promotion Campaign 

(Continued from page 135) 

“This is the vigorous ans- 
wer to today’s hardware and 
houseware marketing needs,” 
Mr. Thompson commented. 

“Sound values, more alert 
store-keeping and aggressive 
promotion are what retailers 
require today, and that’s 
what we’re giving them. 

“Dealers have been plagued 
by competition from the dis- 
counter, the fly - by - nighter 
and other disruptive ele- 
ments. 

‘Our program has been de- 
veloped to help dealers with 
modern merchandising meth- 
ods to meet this competition. 

“We’re going to create a 
new public image for our 
retailers: a bright, beautiful 
store brimful of new ideas 
and great values.” 

Similar programs 
been used in the East by 
Masback, Ine., with its 
Friendly American Hardware 
and Houseware Stores, and 
in the South by Beck & 
Gregg Hardware Co., with 


have 


its Certified Hardware and 
Houseware Stores. 

All these wholesalers work 
with the Coordinated Mer- 
chandising Corp., New York, 
which developed the plan. 

J. S. Buckley, formerly 
with the Pennsylvania Lawn 
Mower Div., is director of 
the project. 


R. E. Parrett Resigns 


American Hardware Corp., 
New Britain, Conn., has an- 
nounced the resignation of 
manufacturing director Ro- 
bert E. Parrett. Mr. Parrett 
will return to his native 
state California, where he 
will devote his time to per- 
sonal business interests. 


News About Dealers: 





(Continued from page 134) 


ISLAND LUMBER & HARDWARE 
Co. with the beginning of 
construction on a new 3000 
sq ft two-story glass building 
on S. King St. The building 
will be air conditioned and 
the first floor will accommo- 
date all sales areas. 


OBITUARIES 


FRANK L. CAMPBELL 


Frank L. Campbell 


Frank L. Campbell, 70, re- 
tired executive of Fayette R. 
Plumb, Inc. Philadelphia, 
died Sept. 22 at his home in 
Philadelphia. Mr. Campbell, 
who retired in 1957 after 50 
years of service, was execu- 
tive vice-president and a 
member of the Plumb board. 
He was also director and 
secretary of Delta File 
Works, Inc. and Graham Ro- 
tary File & Tool Corp., both 
Plumb subsidiaries. Mr. 
Campbell, who was known as 
“Colonel” for many years, 
joined Plumb as office boy in 
1907 and later became office 
manager, salesman and sales 


manager. He was a member 
of the executive committee of 
the American Hardware 
Mfrs. Assn. Mr. Campbell 
was also a member of the Old 
Guard and a number of other 
trade groups. He was also a 
member of the Hardware 
Age 50 Year Club. 


George Mader 


George Mader, 77, founder 
of Mader Hardware Co., 
Glendale, N. Y., died re- 
cently at Linden General 
Hospital, Brooklyn. Mr. Ma- 
der founded his store in 1909 
and had been a _ resident 
there for 50 years. 


Louie N. Coleman 


Louie N. Coleman, manu- 
facturer’s agent and former 
sales manager of the indus- 
trial department of Huey & 
Philp, Dallas wholesaler, died 
Sept. 24. Mr. Coleman had 
been in ill health. 


Donald H. Horsey 


Donald H. Horsey, a sales- 
man for Bridgeport Fabrics, 
Inc., Bridgeport, Conn., died 


Sept. 


been 
1937. 


12. Mr. Horsey had 
with Bridgeport since 





Employes and quests of Ott-Heiskell Co., Wheeling, W. Va., wholesaler, gathered around Henry G. Roth (seated seventh from left) 
to help him celebrate his 50th anniversary with the firm. (See story on page 134.} 


A report in pictures of events in the trade 


Val-Test’s promotion committee met recently in 
Chicago to select items for promotion in 
1961. Several Val-Test branded products will 
be in promotions for the first time, according 
to W. F. Meyer, Jr. of Meyer Merchandising 
Service, Inc., who heads up the Val-Test 29 
member hardware wholesalers group. Shown, 
seated left to right: George Kern and R. J. 
Treadway, Stratton-Baldwin Co.; Harold Det- 
terer, Drake Hardware Co.; George Luker, 
Fones Brothers Hardware Co.: Herbert Regal, 
John S. Regal & Son; Jack Klawitter, Weed 
& Co.; L. L. Kennedy, Kennedy Wholesale 
Hardwore; H. E. Penner and Irvin Mohr, 
Witte Hardware Co.; Ralph Judd, Harper & 
Reynolds Corp. Standing: John Roberts, Mr. 
Meyer, Robert Lent and Russell Cook of Meyer 
Merchandising. 


The strength of the hardware wholesale industry was on display at Memphis, Tenn., Sept. 13-14 at a Materials Handling Clinic 
sponsored by the Young Rebels of the Southern Wholesale Hardware Assn. During the clinic, the young men, coming execu- 
tives of Southern wholesalers, watched a demonstration of equipment designed to make warehouse operations more efficient 
(bottom photograph). Clinic details were handled by (top right) left to right, William A. Parker, Jr., Beck & Gregg Hard- 
ware Co., Atlanta, Colonel of the Young Rebels; L. M. Stratton, Ili, Stratton-Warren Hardware Co.. Memphis, chairman of 
the clinic; Ralph E. Kirby, managing director and treasurer of the Southern Wholesale Hardware Assn. and editor of South- 
ern Hardware, Atlanta, Ga. One of several demonstrations (top left) held outside the auditorium used for the clinic was put 
on by Moore-Handley Hardware Co., Atlanta wholesaler. The firm demonstrated its Morhaul delivery truck equipment. 























JERKY 


Don’t let temporary stock shortages cost you fastener sales. When you 
need quick delivery, call your nearby Republic Distributor. You'll get 
delivery right now ...in whatever sizes and quantities you request! 

There are many reasons why you can count on your Republic Dis- 
tributor. Like you . . . he’s in business to stay. He understands your needs 
and your problems and works hard to help you meet them. 

As part of his service he stocks a full line of fasteners . . . employs an 
adequate staff... has a full-time delivery system geared to fill both 
emergency and normal requirements. 

This STEELMARK of the American Stee! Your Republic Distributor is listed in the Yellow Pages under HARD- 


Industry tells you a product is made WARE WHOLESALE. Next time give him a call for fast, dependable 
of Steel. Look for it when you buy. service on... 


BOLTS & NUTS - PLASTIC PIPE - STEEL PIPE 
ROOF DRAINAGE PRODUCTS - NAILS & STAPLES 


_'. * 
Pini ET | 
"TP eteeens ’ 


MORE THAN 20,000 types and sizes of bolts NEW BRITE-GARD FINISH gives added sales 
and nuts ore available from your Republic appeal and sparkling protection—a no- 
Distributor. Attractive spill-proof boxes give extra cost feature on all Republic electro- 
displays visual appeol. zine plated fasteners. 


COLORFUL NEW COUNTER DISPLAY for NYLOK® 
self-locking nuts illustrates typical NYLOK 
Nut uses—serves as counter tray to display 
six popular sizes. 


REPUBLIC STEEL CORPORATION 

DEPT. HA-9115-A 

1441 REPUBLIC BUILDING + CLEVELAND 1, OHIO 
Please send more information on: 

C) Flexible Plastic Pipe type FE C) Steel Pipe 


() Semi-Rigid Plastic Pipe type SRK C) Bolts and Nuts 
C) Roof Drainage Products 0 Nails and Staples 


REPUBLIC STEEL 


Name Title 


® 


Quality Supplies... Qualiiy Suppliers 
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Classified Opportunities Section 


REPRESENTATIVES WANTED 








CABINET HARDWARE REPRESENTATIVES WANTED 
Some Key territories available 


See us at Booth 672 
NATIONAL HARDWARE SHOW 


or 


Write 


DAVID ALLISON CO.., INC. 


Roosevelt, New York 


MANUFACTURERS REPRESENTATIVES 


Established Manufacturer of Hpoxy Resins, formu- 
lated into porcelain refinishing products, aerosol ap- 
plied, has exclusive territories available for quaiified 
men calling on hardware wholesalers, distributors, 
variety chains, housewares, plumbing and building 
supplies. Product thoroughly tested and guaranteed. 
After use in its service department, for past two 
years, now perfected so it can easily and successfully 
be applied by anyone. 
Box H-49, c/o HARDWARE AGE 
Chestnut & 56th Sts. Philadelphia 39, Pa. 








SALESMEN WANTED 


Calling on Hardware Jobbers, Furniture 
Manufacturers and Lumber Supply Dealers 
to represent us for the sale of Bolts, Screws, 
and Nuts on Commission Basis. State ex- 
perience, References, lines now handled, 
and territory covered in first letter. 

Box K-22, ¢/o HARDWARE AGE 

Chestnut & 56th Sts., Philadelphia 38, Pa. 














REPRESENTATIVES WANTED 


EXCELLENT LINE for sales represen- 
tatives calling on the retail trade in 
hardware, department, variety and chain 
stores. Item has excellent repeat busi- 
ness ! 700d commissions. Write, giv- 
ing territory and background. 


MIDWEST PLASTICS INCORPORATED 
208 Bates Avenue St. Paul 6, Minn. 








REPRESENTATIVE WANTED 


Leading Hardware Jobber has opening for experienced 
salesman with following to call en Hardware, Lumber 
and Garden Supply dealers in New Jersey :—Sussex, 
Warren, Hunterdon, Mercer, Burlington & Gloucester 
Counties. All replies confidential. Our Men know 
of this ad. 


Box K-13, ¢/e HARDWARE AGE 
Chestnut & 56th Sts.. Philadelphia 39, Pa. 





Manufacturer's Representative 
WANTED 


Sell Nationally Advertised Line to Hardware. Elec- 
trical and Automotive Jobbers. Opportunity te cash 
in on fast selling Electrical Circuit Tester. Retatis 
for only $1.96. Seme good territory open several 


states. 
BURNWORTH TESTER CO. 


815 Pomena Ave., E! Cerrito 8, Calif. LA 5-7599 











SALESMAN WANTED 


(ne of the country’s oldest bulb companies 
needs an experienced salesman to take on 
their newly developed line of bulbs in dis- 
play cases in the Chicago area. An 
cellent opportunity exists to sell this exclu- 
sive line. State experience and lines now 
handling 


Box M-13, e/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














NATIONALLY KNOWN MANUFAC 
TOURER OF COMPLETE line of QUALITY 
BUILT aluminum home improvements products 
has a few desirable openings for representatives 
who now call on lumber dealers, building suppl, 
houses, hardware stores, department and chain 
stores. Items in line competitively priced. Can 
be carried as side line. Fast growing organiza 
tion, we supply effective sales aids and literature 
Deliveries by our fleet of tractor trailers. Write 
immediately, supplying complete information, in 
cluding present lines carried to Mr. Luther, Aristo 
Mig., Inc., Cincinnati 41, Ohio. 


REPRESENTATIVE WANTED TO SELI 
DIRECT to large users, retail or jobber level, 
plastic pipe, fittings and clamps, vinyl and mother 
of pearl covered closet seats. All types industrial 
hose including those for automatic washers. Box 
(-30, c/o Harpware Acer, Chestnut & 56th Sts.. 
Philadelphia 39, Pa. 








REPRESENTATION WANTE D FOR NEW 
LETTER & NUMBERS AND PLATES. First 
time offered. State as follows: Sales represen 
tation now carried; area now covered —size of 
agency—number of salesmen or individuals. 
tablished length of representation. Terms 
conditions. Domestic and foreign. P.M.E. 

Co., 106 Nylon Ave., Livingston, N. J. 





lowing among 
Guaranteed SAFE chemical compound that re 
moves IRON, etc., from mineral beds of 
conditioners. 


PRODUCTS is seeking aggressive 
zations selling to Hardware and Garden 


(ity. Box 


gramming Nit. 
(,0ld Initials. 
stantls 
sales. 
Rox 266, 


SALESMEN—IN .ALL 


hardware 


AREAS with fol 


dealers to sell 100% 


Chestnut & 56th Sts., 


water 
High discounts to dealers and high 
commission and repeats to agents. 
details in first letter. 
AGE 


Give complete 
Box M-14, c/o HaArRDWarr 
Philadelphia 359, Pa. 





TOP MANUFACTURER OF 


sales organi 
wholesale level only. 
K-26, c/o HARDWARE AGE, 
Philadelphia 39, Pa. 

S AL ESMEN 


Soth or 





Fabulous NEW 
Contains 200 Raised, 
Makes exquisite 
self-adhering on 
High Commissions. 
Jamaica 31, N. 


monograms, in 
anything. Year 

Imperial 
Y. 


RE? R ESE E NTATI Vv E S 





WANTED 


Utility and Self Locking Rope Hooks 


different and 


ideal extra for 


Cleveland 25, Ohio. 


AEROSOL. 


Trad 
Several territories wil! 
available for the 1961 selling season. We will 
at the National Hardware Show in New York 
Chestnut 


ORE “Aaa 
Lustrous. 


round 
Monograms. 


FOR 
WIIOLESALE and retail accounts to sell pat 
ented 
Commissions high and steady. Not a line but 
two items that are new, 


highly 
saleable. An 


established reps. 
For details write Handell Hook Company, 8811 
Garfield Blvd., 


NATIONAL MANUFACTURER 


of good quality, competitively priced paint 
brushes, has several protected territories 
available. Top commission, all shipments 
prepaid. Splendid opportunity for the right 
men. State full particulars in first letter 


Box F-57, ¢/0o HARDWARE AGE 
Chestnut & 56th Sts.. Philadelphia 39, Pa. 








EXPERIENCED SALESMEN WANTED 


Successful Mass. manufacturer of house- 
wares needs aggressive salesmen to launch 
new lines. Offers uniawe opportunity to 
those presently calling on hardware job- 
bers, plumbing, heating, chain and depart- 
ment stores. Territories open. Submit re 
sume giving qualifications and references 
Write in complete confidence to Jordan 
Enterprises, 42 Oak Hill St., Newton Cen- 
ter 59, Mass. 








SALESMEN WANTED 


With following to sell 
Paint, Building Supply 
Yards, a leading line of 
‘ditionally guaranteed paint brushes. Full or 
side line. Guaranteed territories. Give par 
tieculars and territories covered in first letter 


Box K-32, e/0 HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


direct to Hardware. 
Stores and Lumber 
competitive uncon- 











MIRS. REP. TO CALL 
Protected territories for 
proven sales records) calling directly on retail! 
hardware, lumber, dept. store and supply houses 
Sell well established, complete, fine-quality garden 
hose line to retailers at distributor’s prices. Give 
full details first letter. Box K-10, c/o Harpwarr 
AGE, Chestnut & 56th Sts., Philadelphia 39, Pa 


SALES REPRESENTATIVES WANTED 
Short profitable line. Selling to retail anu whol 
sale hardware outlets. Puritan Cork Co., 4% 
Willow Lane, Roselle, N. ] 


DIRECT TO DEALERS COMPLETE LINE 
PREPACKAGED and _ prepriced bolts, nuts. 
screws, household hardware, etc. Successfull; 
tested home area. Now setting up National Dis 
tribution. Prefer multiple man organization with 
warehousing facilities. Consider others. Write 
details, area coverage, number of men, facili: 
ties, etc. Acushnet Metal Products, New Bed 
ford, Mass. 


‘SALESMAN—TO COVER FLORIDA. Must 
know wholesale locksmith supplies line. Can 
carry other lines. Good opportunity. Write 
Southern Lock & Supply Co., 1230 28th Street 
South, St. Petersburg 12, Florida. 


ACCOUNTS WANTED 


STRONG LINE WANTED by Manufacturers 
Representatives for Connecticut, Eastern New 
York, Western Mass. Established 12 years with 
over 100 rated accounts, Hardware and Paint 
Stores, Chains, some discount and salvage 
houses. Must be exclusive territory with no 
house accounts. Box K-21, c/o Harpware Acer, 
Chestnut & 56th Sts., Philadelphia 39, Pa, 


Ww ‘ANT SAL ES RESULTS? We get “them 
because we concentrate in Michigan, Ohio, Indi 
ana. Will handle two additional lines—onlv 
highest grade considered. Write Box A-10, c/o 
HarpwareE Acer, Chestnut & 56th Sts., Philade! 
phia 39, Pa. 


ON RETAILERS 


aggressive men (wit! 








MARSHALLTOWN 
wy 


MARSHALLTOWN TROWEL COMPANY - 


MARSHALLTOWN, IOWA 
Want more facts? Circle 217, p. 73 








j gRILLIANT WHITE 


TUB SEALER 


LITT TWitaere 


ee 
PECORA, inc. 


USE PECORA’s P.P.P. 


FOR SALES 200M: 


Homeowners love this easy-to-apply 
tub sealer that stays so brilliant white. 
it’s one of Pecora’s P.P.P.* (Perfect Profit Pair). They 


300-400 W. Sedgley Ave., Phila. 40, Pa. © Garland, Texas 
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Want more facts? Circle 218, p. 73 


ask for it by name and recommend it tool 





ACCOUNTS WANTED 


ONE VOLUME LINE WANTED FOR CHICAGO 
AREA. WILL GIVE FULL TIME IF LARGE 
VOLUME POSSIBLE. FIFTEEN YEARS EXPERI- 
ENCE, WIDE ACQUAINTANCE WHOLESAL- 
ERS, CHAINS AND MAIL ORDER CO’'S. 





Box M-I!, ¢/0o HARDWARE AGE 
Chestnut & 56th Sts.. Philadelphia 39, Pa. 








TWO ‘OLD PRO'S’ 


Combined Age 87 Years. 
ence 42 years successful 
own Company 
N.Y.C. and New 
to Houseware, 

Dealers and 


Combined experi- 
selling—starting 
Concentrated coverage 
Jersey. Desire two lines 
Hardware, Garden Supply 
Jobbers. Top trade contacts. 


Box M-12, e/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








REPRESENTATIVES 


(‘overing a!l phases of jobbers. 
reliable aggressive service. We 
distributors with established 
ating branch offices in New 
delphia, Detroit, Cleveland and Louisville. 
We carry the account or you can Dill di- 
rect. Inquiries invited. WRITE ANCO Cor- 
poration, 7 Wood Street, Pittsburgh 22, Pa. 


Can render 
are national 
actively oper- 
York, Phila- 











ACCOUNTS WANTED: 
ufacturers Agency requires 
Illinois. Full coverage given, 
(‘ontacting hardware jobbers, dept. stores, variety 
chains, will detail retail dealers. Energetic agent 
with 15 years’ wholesale experience. D. DE 


RRULER, 1536 Wells Ave., Webster Groves 19 
Mo 


Newly formed Man 
lines for Missouri, 
staple or seasonal. 


MANUFACTURERS’ REPRESENTATIV\ FI 

Covering the states of Missouri, Kansas, lowa. 
and Nebraska who believes that constant calling 
gets results, is seeking reputable hardware, house 
wares, and Lawn and Garden lines, will only 
consider line that has some established busines- 
where manufacturer feels that more volume could 
be gained by a concentrated effort. Interview 
during National Hardware Show. Box M-15. c/o 
Harpware Ace, Chestnut & 56th Sts., Philadel 
phia 39, Pa. 





CANADA. Selling the best industrial 
hardware distributors in Ontario and 
(ualified to service one more good line. If yours 
is &@ proven money maker, I can make it go here. 
Please, no gimmicks. Edward H. Pope, 73 Shan 
don Drive, Searboro, Ontario. 


and 
Wuebec. 








Complete, Consistent and Conscientious Cover- 
age of Metropolitan New York and New Jersey 
to BOBROW-LEWELL Associates, 814 Broadway, 


New York 3, New York. ORegon 4-4540 
WE GET RESULTS 











NEW ENGLAND MANUFACTURERS’ 
REPRESENTATIVE covering the New England 
States through hardware, housewares and elec- 
trical jobbers. Can give excellent represetitation 
for your merchandise. 35 years old. 12 years 
selling experience. Box M-16, c/o Harpware 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 





AGGRESSIVE, REPUTABLE MANUFAC 
TURERS’ REPRESENTATIVE open for addi 
tional Hardware, Housewares or Garden line for 
Metropolitan N. Y.-N. J. Have strong, well es 
tablished following among Hardware, Housewares 
and Garden Wholesalers, Rack Jobbers, Chains 
and Catalog houses. Thorough know-how promot 
ing marketing lines for utmost potential. Box 
I. c/o Harpware Ace, Chestnut & 56th S 
Philadelphia 39, Pa. 





LINES W ANTED to sell on ousttdiaie: hasis to 
the wholesale hardware trade in the Province of 
(Juebec, Canada. We have long experience in 
this bi- lingual (Fr.-Eng.) market of Ave million 
Robert Walby Limited, 4805 Cumberland Ave.. 
Montreal 29, Quebec, Canada. 


ADDITIONAL LINES WANTED J fo 
0 gry ty SOUTHERN CALIFORNIA. Box 
K-19, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 


DAVID T. PAPKIN 


Industrial Designer, Product Stylist Spe- 
cializing in the Hardware, Houseware 
and Appliance fields. 
295 Central Park West 
New York 24, N. Y. 














TO BUY or SELL 


A HARDWARE BUSINESS 
Call or Write 


DAVID JARET CORP. 
150 Montague St. Brooklyn, N. Y. 
ULster 2-5600 Est. 37 Yrs. 


America's Leading Business Broker 











BELIEVE IT OR NOT For less than 5¢ 
each you can buy as few as three dozen brass 
key blanks beautifully embossed with your name 
and address in permanent raised letters. Write 
today for free bulletin #858. HAZELTON 
CHAIN CO. (manufacturers of key blanks and 
sash chain), 81 Kemble St., Roxbury 19, Mass. 


POSITIONS WANTED 


EXPERIENCED DISTRICT SALES MANAGER 


wants to represent hand tool manufacturer 
in Eastern Seaboard area. Well known by 
hardware wholesalers and industrial supply 
distributors. More than 15 years in sales 
of quality tools 


Box K-28, ¢/o HARDWARE AGE 
Chestnut & Sé6th Sts., Philadelphia 39, Pa. 














I’M AVAILABLE. Currently employed as 
Sales Manager for New England hardware manu 
facturer. Interested in challenging national or 
regional sales position with growth opportunity. 
College graduate. Age 37. Will attend National 
Hardware Show, N. Y. Coliseum. Box K-35, c/o 
Harpware Ace, Chestnut & 56th Sts., Philadel 
phia 39, Pa. 


EXPERIENCED WHOLESALE EXECU 
TIVE. Top wholesale management man available 
Over 25 years’ experience buying, selling, mer- 
chandising, management, including operation of 
voluntary chain. Some manufacturing experience 
Presently a vice-president-general manager of 
going wholesale firm. Box K-37, c/o HarDWare 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa 


HARDWARE “MAN WITH 28 YEARS of 
wholesale and retail experience. Ability to act in 
administrative capacity in either wholesale or re 
tail hardware. Box D-17, c/o Harpware Acer. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


TOP FLIGHT HARDWARE. MILL SUP. 
PLY MAN, 25 years’ experience as manager, 
purchasing, store sales engineer, display or mer 
chandising. Employed at present, eager for pos 
tion with wholesale hardware mill supply. or re 
tail chain. East coast preferred. esume on 
request. Box M-10, c/o Harpware Ace, Chest 
nut & 56th Sts., Philadelphia 39, Pa. 


FORMER HARDWARE STORE OWNER 
with 13 years of wholesale and retail experience 
desires sales position as a representative for man 
ufacturer or distributor. Working out of Phila 
delphia. Ex-Major in the Air Corps, pleasing 
personality and appearance. Box M-17, c/o Harp. 
waRE Ace, Chestnut & 56th Sts., Philadelphia 
39, Pa. 

A CANADIAN WHOLESALE HARDWARE 
TRAVELER, calling on dealers wishes to work 
in U. S. A. Ten years’ traveling and calling on 
dealers. Fifteen years’ hardware experience. 
Prefers traveling in Vermont, New Hampshire, 
Maine and New York States. I am a Salesman 
—not an order-taker. Serious—Bilingual. Box 
M-18, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 


























compelling, versatile. 





IN CARTON «ON WIRE RACK ON PEGBOARD 


Slaymaker’s See-Pack—a colorful boat in a removable clear plastic sleeve—has 
revolutionized padiock merchandising. The See-Pack is eye-appealing, sales- 
It saves shelf space, keeps locks clean, is easy to open. 
tests prove that See-Packed locks outsell similar locks as much as five to one! 


And 


PULL-OUT TAB 
FOR HANGING 





IN OPEN BIN OR ON SHELF 


laymaker LOCK COMPANY, LANCASTER, PA. 


Want more facts? Circle 219, p. 73 


and now dlaymaker 


padlocks are 
GUARANTEED 


FOR LIFE 


World’s Largest Producer of Brass Padlocks 





BOOM SALES WITH PECORA's P.P.P: 


Customers reach for Red Devil spouted cartridges, 
one of Pecora’s P.P.P.* (Perfect Profit Pair)... 


—4 


Through the years homeowners everywhere have demanded 


and rated it the top calking compound. Order yours today. 


Want more fects? Circle 218, p. 73 


ea 


300-400 W. Sedgley Ave., 








Inc. 
Phila. 40, Pa. 


®* Garland, Texas 
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Build Traffic and Volume with 
Out-of-This- World Values 


from 
PLAS-TEX 


A DIVISION OF 











te 


oe 
» | 
~ 


ROCKET SPECIA 
proMorION! 


Four popular items, 
Values to $1.98 by 
coin a-sicll mel Yelds 


LIMITED TIME ONLY 


ED 
NEW GLITTER-1 cau 


Ss 
waASTEBA g. $1.98 


» Re 
6702 


pISHPA 


ae or 
GIANT 


$1.49 





























LAUNCHING FUEL 


Y @ 50-50 CO-OP ADVERTISING 


ON SPECIAL NEWSPAPER MAT 
@ COLORFUL WINDOW BANNER 
© SPECIAL 99¢ LABELS 


ORDER NOW FROM YOUR JOBBER 
WHILE PROMOTION STOCK LASTS 








PLAS-TEX 


A DIVISION OF 


Work-Saving 
Quality Housewares 





2525 Military Ave. * Los Angeles 64, California 




















Want more facts? Circle 220, p. 73 
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Index to Advertisers 


THE ADVERTISERS INDEX is published as @ convenience and 

not as a part of the advertising contract. Every care is 

taken to index correctly. No allowance will be made for 
errors or failure te Insert. 


A 


American Hardware Corp. 
Safe Padlock & Hardware 
See , 

Airex Corp. 

Div. of The Lionel Corp... 

Aluminum Co. of America 
Pigment Div. 

American Air Filter Co., Inc. 

American Chain Div. 
American Chain & Cable 

ia at 3 

Ames Co., O, _.. 

Animal Trap Co. of America 

Arro Expansion Bolt Co. 

Arrow Fastener Co., Inc.... 

Atlas Tool & Mfg. Co. it, 


Bassick Co., The 
Behr Manning Corp. 
Bethlehem Steel Co. 
Borden Chemical Co. 

A Div. of The Borden Co. 
Borg-Erickson Corp. 
Butcher Polish Co. 


Cc 
Cal-Dak Co. 

Plas-Tex Corp. . .. 148 
Chicago Expansion Bolt Co.. 88 
Chicago Spring Hinge Co.. 141 
Cole-Sewell Engineering Co. 123 
Columbia Fastener Co. .... 130 
Columbian Vise & Mfg. Co.. 118 
Cooper Mfg. Co. . ae 
Cory Corp. . 7 84 


D 


D-Con Co., Inc. . 31 
DeMert & Dougherty, Inc.... 63 
Deshler Products, Inc. 82-83 


Devcon Corp. | 75 | 
Illinois Lock Co. 


DeWitt Products Co. . 150 
Diamond Tool & Horseshoe 
ae es 
Draper-Maynard Co. 
DuPont de Nemours & Co.., 
Inc., E. I., Finishes Div. 
Trade Sales Paints. . 138-139 


| DuPont de Nemours & Co., 

| Inc, E. 1, Polychemicals 
Dept. "Zytel" ..... 16 

DuPont de Nemours & Co.., 
Inc., E. 1, #7 Specialties 
Div. Finishes Dept. 28-29 


E 


Engineered Products Co. 126 
Estwing Mfg. Co. 123 
Evans Rule Co. 102-103 


iJ 


Fitler Co., Edwin H. 

Fletcher-Terry Co. 

Flex-O-Glass, Inc. 
Warp Bros. 


G 


General Electric Telechron 

Clock & Timer Dept. 104 
General Electric Co. 

Wiring Device Dept. 96-97 
General Filters, Inc. 98 
Gibson Good Tools, Inc. 118 
Graham & Co., John H. 

Bevin Bros. Mfg. Co. 121 

King Cotton Cordage Div. 2 
Great Neck Saw Mfrs. Co. 
Griffin Mfg. Co. .. 64 
Grote Mfg. Co., Inc. 


H 


Hahn, Inc. 

Heineke & Co., Inc. 

Holt Mfg. Co. ... 

Hoppe Co., Frank A. 

Howard Hardware Products, 
Inc. 

Hurd Lock & Mfg. Co. 

Hy-Ko Products Co. 





International Salt Co. 


ot Iron City Tool Works, Inc. 


J 


Jefferson Screw Corp. 








STAT is perfect for 


hair. 





IF YOU SELL PAINT 
vou neED STAT 


STAT abolishes paint brush cleaning. 


STAT is economical, 


from hands, face and even 


Winfield Brooks Company, Woburn, Massachusetts 


saves hours of work. 
cleaning paint 








Want more facts? 


Circle 221, p. 73 





K 


Keuffel & Esser Co. 
Klein-Logan Co. 
Krylon, Inc. 


L 


Lenape Products, Inc. 26 
Leonard Co., The 101 


Liberty Distributors, Inc. 
68, 127, 129, 131 
Lionel Corp. 
Airex Corp. 98 
Lober & Associates, M. 19 
Lowe's, Inc. . 


Lummis Mfg. Co. 


M 


Magnolia Products, Inc. 
Marshalltown Trowel Co. 
Masonite Corp. 
Mayes Bros. Tool Mfg. Co. 
Maze Co., W. H. 
McCulloch Corp. ......... 
McGill Metal Products Co. 
Miller Co., Inc., Robert E. 
Minnesota Mining & Mfg. 
a 107-110, 
Miracle Adhesives Corp. 
Mossberg & Sons, Inc., O. F. 
Moto-Mower, Inc. 116-117 


N 


National Cash Register Co. 
National Metal Products Co. 
National Screw & Mfg. Co. 
Nicholson File Co. 


P 


Parker Hardware Mfg. Corp., 

S. | | 
Pecora, Inc. 146-147 
Plas-Tex Corp. 

Div. of Cal-Dak Co. 148 
Proen Products Co. 22 
Progress Mfg. Co., Inc. 112 
Puritan Cordage Mills, Inc. 80 


R 


Reardon Laboratories, 

~ Se 150 
Red Devil Tools 152 
Republic Steel Corp. 144-145 
Ridge Tool Co. Jae 
Rival Mfg. Co. 112 





28 | Wiss & Sons Co., J. 


S 


Safe Padlock & Hardware Ce. 
Sub. of Americon Hard 
ware Corp. es 


| Safety Plug Lock Corp. . 


Samson Cordage Works . 


| Seal Rite Caulking Co., Inc. 
Sheffield Hardware Co. 


Rol-O-Valve Sales 
Shelby Metal Products Co. 


Sherwin-Williams Co. 


Skil Corp. 

Slaymaker Lock Co. 

Smith & Co., D. B. 
Smith-Gates Corp. 
Southern Screw Co. 
Southern Shellac Mfg. Co. 
Stanley Works | 

Star Key & Lock Mfg. Co. 


114 
78-79 
118 


150 
131 


Tec Imports 

Thompson Co., Inc., E. A. 

Toledo Pipe Threading Ma- 
chine Co. . 

True Temper Corp. 

Turner & Seymour Mfg. Co. 


104 
35-40 


U 
Union Steel Chest Corp. 118 


U. S. Graphite Co. 87 | 


United States Plywood Corp. 


132-133 | 


WwW 


Wallace Silversmiths 
Warp Bros. 
Flex-O-Glass, Inc. 
Western Tool & Stamping Co. 
Williams Co. 
Winfield Brooks Co., Inc. 


Wissota Mfg. Co. 

Wood Shovel & Tool Co. 

Woodhill Chemical Co. 

Wright Steel & Wire 
Gr Wika: 

Wrought Washer Mfg. Co. 


Co.., 


Y 


Yale & Towne Mfg. Co. 
Lock & Hardware Div. 


Zz 


Zinsser & Co., Wm. _ 101 





ARYLON 





122 | 


148 | 
124-125 | 


NEW TYPE 
Alt 


POWER 


At a ee 


, 


Prevents injury to children! 
Protects power tools & appliances 


e Electric Heaters 

e TV Sets 

e Hi-Fi Sets 

e Electric Can Openers 


Fans and lroners 
Business Machines 
Power Tools 
Washing Machines 


HERE’S HOW IT WORKS... 


SLIP PLUG INTO 
POWER-BLOK 





... LOCK WITH KEY AND CORD 
4 CANNOT BE USED 





FREE wire display rack 
with each box of 10 Power 
Bloks, each on an indi- 
vidual self-selling blister 
pak, as illustrated. 





Order by Hurd Package 
No. 98-300-1 @ $8.94. 
(Retail value $14.90.) 


Order from your hardware 


SPRAY PAINT 


Advertised in Life, Saturday Evening Post, Good 
Housekeeping, Better Homes & Gardens, American 
Home, McCall’s, Ladies’ Home Journal, Popular 
Mechanics, and Sunset Magazine. 


The Brand with Demand! 


KRYLON, INC. NORRISTOWN, PA. 
Want more facts? Circle 222, p. 73 


or locksmith jobber. 











eke? Ge tae FO. tee onal i 25 hcee one ey 
DIVISION OF Avis inDuUSsTRIAL CORPORATION 


ALMOWNT,. MICHIGAN 





Want more facts? Circle 223, p. 73 
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SELL- O- RAMA 


house number 
display ever offered 


Always orderly—sales inviting 
—not a dust catcher. Each 
spindle stocks as well as sells. 
Perfect for quick spot-checks. 
Display FREE with 4! or 710) 


Assortment of |12,"dox. asst. [IES __-——__-—— toe | | The Snow White Plastic In A Tube 


Fr = k ‘ “ it Ai went soe oy © NIGH = : 
i a | i ; — TUB ano TILE CAUL.C 
ORDER FROM YOUR JOBBER = Re ecling WoUsE fu ~ = ; : 
Hy-Ke Products Co., Cleveland 3, 0. a om : ae pe ly Spal Soe 
Want more facts? Circle 224, p. 730 oT. : 
See us at the Midwest Hardware Show, Chicago, Oct. 23-25, Booth 631 
| pi nore : Want more facts? Circle 227, p. 73 


49% PROFIT with 


MOUSE SEED 


14 package display carton 


costs $2.50, sells out for Twenty-eight million cat owners in 
$4.90...nearly double your = U.S. offer you a BIG PROFIT oppor- 
money! Fast and clean, no Prep TS. tunity. Kitty Litter is nationally ad- 
bait or traps, Mouse Seed ee | pen ——- eimnnet Shoes 
has been the choice of 6 ra | . v* 

| R 
home owners for over 60 ‘ | a eee 
years. Order today! ice we 




















W. G. REARDON LABORATORIES, INC., Port Chester, New York 











Want more facts? Circle 225, p. 73 





Want more facts? Circle 228, p. 73 





LIFETIME ataeoee =: GUARANTEED 


ONE HANDER 
RATCHETING WRENCH 
passsiisiniiiiis AUTOMAL FOREECS FIT 








Changes New products and new 


trade names are constantly being added to the 
listings for the next Directory Number of HARD- 
WARE AGE °* Therefore, if you do not find in the 
current issue of the Directory Number the ah 
uct you are interested in, write to the ° 


Makes It” Editor. 
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Chestnut & 56th Sts. 
Philadelphia 39, Pa. 
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>>> 3 POINT GRIP < < < 
More than twice as fast as a standard wrench! 


15001-03 CALIFA. 
TEC IMPORTS ¢ vaN NUYS. CALIFORNIA 
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Want more facts? Circle 226, p. 73 
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REGULA Roum Extro case hardened. Excellent mirror finish, 
plus a heavy nickel plate ,. D OF 
7 shtes for every need en \ 


FURNITURE LEVELER— INSULATED 


Adjustable Combino- FURNITURE GLIDES 


tion Leveler and Glider 


( ea ny ; for Uneven and Un- RUBBER-CUSHIONED! 
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SIZES—I"" base, 4 on SOFTLY, SILENTLY, 


One set of 4 card; 14", 2 on card: SMOOTHLY, OVER 
3-color box {2 boxes ~~ i'Y."", 2 on card. Drive ALL FLOORING. 
in @ 3-color display carton into universal socket or 


SIZES: 11%", 1%", 1", 3%". 4". 2". "(cae | 5/16" hole ee FOR ALL WOOD OR METAL PURUTURE. 


Ask your jobber or write—EXe):]7-4 a wa Gate Melee) OES Ce 











) Want more facts? Circle 229, p. 73 
150 «© HARDWARE ACE, October 6, 1960 





THE PERFECT BALANCE 
e Dependable Bolts 
° Sturdy Packages 


Durable steel! Uniform, smooth threads! Heads that hold 
with extra strength! That’s the quality you'll find in 
National’s most complete line of bolts. 

The color-coded label on the National package tells 
you immediately what type of bolt it contains. And high- 
visibility printing makes it easy to read... helps speed up 
selling and makes stock handling a cinch. Smudges or 
finger stains won’t show on the glossy surface of these 
sturdy boxes either, so they always look good on 
your shelves. 

Stock the complete line of National bolts. Their de- 
pendable quality and attractive packaging are a perfect 
balance for repeat business. All sizes and thread types 
are available. 


NATIONAL SCREW & MFG. CO. OF CAL. 


3423 So. Garfield Ave., Los Angeles 22, Cal. 


Div. of The National Screw & Mfg. Company, Cleveland 4, Ohio 


CARRIAGE BOLTS « MACHINE BOLTS « LAG BOLTS 
CAP SCREWS © WOOD SCREWS « PIPE PLUGS 
MACHINE SCREWS ¢ NUTS © TAPPING SCREWS 

STOVE BOLTS © COTTER PINS 
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